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Grover Whalen has been selected 
as the official greeter of New York 
city when the fleet steams in. With 
the Schenley products back of him, 
his greeting should be beyond criti- 
cism 
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Vick Chemical refers to “the ob- 
solescence of men and product.” The 
worst thing about this situation is 
that few men are ever able to recog- 
nize their own obsolescence. 
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Colgate-Palmolive-Peet, with three 
network programs on the air, is go- 
ing in for radio advertising in a big 
way. Fortunately for the publishers, 
it’s still impossible to broadcast that 
schoolgirl complexion. 
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The new advertising campaign of 
Calox tooth powder will stress white- 
ness, thus proving once more that 
appeal consists principally of 
glistening dental equipment. 


sex 
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There used to be a popular tooth- 
paste slogan, “A clean tooth never 
decays,” but the consensus of adver- 
tising opinion now is, “A white tooth 
never goes unwed.” 


7 = 7 


The Van Camp Sea Food Company 
refers to competing tuna as “this 
tasteless mess.” Are we to believe, 
after all, that the tin can doesn’t 
perform miracles? 
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New York brewers will publicize 
the industry’s goat during the Bock 
beer season, it is announced, thus in- 
dicating that even in fourteen years 
the prohibitionists couldn’t get it. 
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Manufacturers of remedies for 
colds are crediting a large part of 
their sales increases to advertising, 
but at least a share of the glory be- 
longs to the weather man. 
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The Leslie-California Salt Com- 
pany explains in its advertising that 


African brides may be purchased 
With salt. Like those of other lands, 
they can be counted on to supply 


their own pepper. 
vey, 


A favorite employe of the National 
Bank of Commerce, Memphis, its ad- 
Yertising says, likes red. But that’s 
a dangerous color for a banker to in- 
dulge in, 


v v v 
Prof. Tugwell’s new book is in- 
tended “to help establish economic 


and social attitudes.” The one which 
at present requires very little assist- 
alice is labeled, “Gimme!” 
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American wines are now superior 
tothose produced in France,says Paul 
Garrett, of Virginia Dare fame. 
Espe, ially those which France finds 


' convenient and profitable to ship 
to America. 
v v v 


. erry Delander is to edit Crane 
~Mpany’s “Valve World.” Wonder 
‘that’s where they started the valve- 
handle wheeze. 
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Blue Jay corn plaster has lost its 
Lvorite advertising model, but pain- 
il dogs go marching on. 
Copy Cup. 


Rough Proofs. 


$135,000 T0 BE 
SPENT IN WEEK 
FOR INSURANCE 


Cooperative Drive Takes on 
Large Proportions 


New York, March 15.—More than 
500 newspapers in approximately 250 
cities next week will carry half and 
quarter page Financial Independence 
Week advertisements of a conserva- 
tive nature presenting life insurance 
as “the corner stone of man’s finan- 
cial structure” and introducing a 
booklet written by Bruce Barton on 
“What I Have Learned About Life 
Insurance.” 

Preparations made by a committee 
of 44 life insurance’ executives 
headed by Henry E. North, second 
vice-president of the Metropolitan 
Life Insurance Company, have paved 
the way for effective sales effort by 
agencies, underwriters and insurance 
sales people throughout the country. 

Material in the campaign was pre- 
pared by Richardson, Alley & Rich- 
ards. Besides the newspaper adver- 
tisements placed direct by this 
agency, a series of mats was made 
available to local underwriters, agen- 
cies and life insurance companies for 
use in cities not included on the 
schedule. 

Response from these organizations 
indicate that advertising paid for 
by individual organizations will at 
least equal that placed by the com- 
mittee, which represents 155 life in- 
surance companies who set up a bud- 
get for the week of $135,000. 


Use Posters and Booklets 


The committee’s newspaper adver- 
tising runs half pages in cities over 
100,000 and quarter pages in cities of 
smaller population. 

More than 100,000 large posters fea- 
turing the cornerstone slogan will ap- 
pear in stores, factories, offices gen- 
erally. offices of agencies and all 
offices of the Postal Telegraph-Cable 
Company. This poster is considered 
the “‘trade mark” of the campaign. 

Additional material includes thou- 
sands of stuffers, blotters, windshield 
stickers and other direct advertising 
helps supplied at cost. 

Although there have been cooper- 
ative advertising campaigns’ by 
groups in the life insurance business 
heretofore, this is said to be the first 
conducted for the purpose of giving 
people more information about life 
insurance, particularly emphasizing 
its use as one good means of making 
savings against the future. It is 
sponsored by the Association of Life 
Agency officers in cooperation with 
the National Association of Life Un- 
derwriters, 

Complete details were circulated in 
advance. Copies of the advertise- 
ments were sent to companies, un- 
derwriters and agencies. Samples of 
the helps were sent to 200,000 men 
and women engaged in selling life 
insurance. 


Carries No Signature 


One of the unusual angles of the 
campaign was the preparation in 
booklet form of five talks which may 
be given by agency heads, underwrit- 
ers or life insurance officials at local 
meetings or over local radio stations 
during the week. Press releases ac- 
companied the talks. 

The committee expects that 

(Continued on Page 19) 
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DRIVE'S "TRADE MARK" 


“THE CORNER STONE 

OF MAN'S 

___ FUNANCIAL 
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Poster which will be given wide- | 
spread circulation next week, dur- 
ing Financial Independence Week. 


WILL INTENSIFY 
CO-OP ANALYSIS 
OF BROADCASTING 


New Set-Up Is Announced By 
Governing Committee 


New York, March 16.— The coop- 
erative analysis of broadcasting will 
be carried on in the future directly 
under the management of the gov- 
erning committee of that body, it was 
announced here following a meeting 
ast night. 

D. P. Smelser, Procter 
Company, was elected 
Chester E. Haring, 
Durstine & Osborn, 
and A. W. Lehman, secretary and | 
manager. Other committeemen are 


& Gamble 
chairman; 
Batten, Barton, 
Inc., treasurer, 


| the slogan, 


George Gallup, Young & Rubicam; 
(Continued on Page 26) | 


General Mills Starts 
Hage Drive to Raise 
_ Consumption of Bread 


Minneapolis, Minn., March 15.—In 
a sensational effort to reverse the de- 
clining line of flour companies, Gen- 
eral Mills, Inc., will spend $300,000 
in the next three months in a spe- 
cial campaign for bread, featuring 
“Bread Energy for Vi- 
tality.” 

If bakers and others throughout 


| the country extend the desired co- 


operation in their respective commu- 
nities, the campaign will be contin- 
ued. It is possible that it will de- 
velop into one of the greatest indus- 
try campaigns the country has ever 
seen. 

The “vitality” campaign will be 
initiated in the March 24 issue of the 
Saturday Evening Post, out March 
20; will be taken up by Betty 
Crocker in her Wednesday broadcast 
March 21, and followed by a full-hour 
program over Columbia Broadcasting 
System March 24. A galaxy of radio, 
stage and film stars will appear on 
this broadcast, to be repeated 
monthly over a different network. 
The campaign runs to June 16. 

Other magazines on the schedule 
are Collier’s, Cosmopolitan, Good 
Housekeeping,. Hollywood, .Hygeia, 
Journal of American Medical Asso- 
ciation, Journal of Home Economics, 
McCall's, Modern Screen, Motion Pic- 
ture, Movie Classic, Photoplay, Ra- 
dioland, Screenland, Screen Book. 
Sereen Play, Silver Screen; Time and 
True Confessions. 


Asks Dealers’ Help 


The company insists that retailers 
make full use of newspaper mats and 
other promotion material made avail- 
able. The inference is that unless 
this is done, the campaign will be 
short-lived. 

Most of the magazine advertise- 
ments are in color, making use of tes- 
timonials of motion picture stars 
that bread is a regular part of their 


diet in building up vitality with 
which to meet the strain of film 
work. These advertisements have 


been timed to coincide with new re- 


Last Minute News Flashes 


Copeland Bill Revised Again; Is Reported Out 
Washington, D. C., March 16.—The senate commerce committee further 
revised the Copeland bill (S. 2800) to regulate the advertising and sale of 
foods, drugs and cosmetics and reported it favorably to the senate late yes- 


terday. 


One of the principal changes was the elimination of the entire sec- 


tion defining as false the advertisement of any drugs for conditions “where 


self-medication may be generally considered dangerous,” 


particularly as an 


effective treatment for the 34 enumerated diseases. 
ADVERTISING AGE learns that a determined effort will be made to secure 
early passage of the bill in the senate as an administration measure. It 


would become effective one year after 


enactment. 


Ed Kobak Joins National Broadcasting Co. 


New York, March 16.—Edgar Kobak, A. F. A. president, who resigned 


as vice-president of McGraw-Hill 


Publishing Company 


last month, has 


been appointed vice-president in charge of sales of National Broadcasting 


Company. 


$500,000 Campaign to Advertise Chicago 


Chicago, March 16.—Plans for a 
program to aid in bringing visitors to 


$500,000 advertising and promotion 
Chicago during the 1934 world’s fair 


have been announced by a large group of business, civic and advertising 


leaders. 


Offices of the organization have been opened in the Conway Bldg., with 
Brooks Beitler, formerly with Chicago Daily News, as general secretary. 


Advertising plans will be announced as soon as the necessary funds 


have been assured. 


More than $100,000 has already been subscribed. 


leases of films starring Claudette 
Colbert, Margaret Sullavan, Sidney 
Fox and others. 

Trade papers are playing an im- 
portant part in arousing the enthusi- 
asm of the trade. General Mills, Inc., 
took four pages in color in the Mareh 
10 issue of Bakers’ Helper, Chicago, 
for example, to outline the campaign 
and ask for cooperation. Nothing in 


MARGARET. SULLAVAN 


ua An MOM 


Bread wren 


Typical advertisement in the new 
series, in which the necessity of 
bread in the diet is stressed. 


the advertisement identified General 
Mills with it, however, the coupon on 
the last page referring the reader to 
Bakers’ Helper for additional infor- 
mation. 

The magazine advertisements are 
almost equally innocent of a General 
Mills signature. Betty Crocker, the 
company’s radio celebrity, is featured 
and the name of the company ap- 
pears only on the copyright line. 


Consumption Declining 


Back of the campaign is the alarm- 
ing fact, from the baker’s viewpoint, 
that per capita flour consumption in 
the United States has been on the 
downward path for many years. 
From about 223 pounds in 1900, the 
average is now about 163. The com- 
pany attributes this situation to four 
factors: 

“1. Other foods, due to advertis- 
ing, have encroached upon the posi- 
tion of bread in the diet. 

“2. Based on consumer tests and 
careful study of the public taste, 
manufacturers of other food products 
have prepared and presented their 
foods in the way they learned the 
public wanted those foods prepared 
and presented, instead of merely pro- 
ducing those foods in the manner it 
had been customary to produce them. 
Thus many foods have been given 
relatively greater appetite appeal 
than bakery products. 

“3. ‘Reducing’ propaganda has 
unscientifically and unfairly accused 
bread of being the principal cause of 
obesity. Other misinformation and 
misstatements have been made about 
white bread. And there has been no 
effective rebuttal by bakers. 

“4. The ‘Hollywood Diet’ libel: 
The erroneous notion has become 
widespread that the Hollywood stars 
who have made the fashion for slim 
figures do not eat bread. The biggest 


(Continued on Page 21) 
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March 17, 1934 


SPEND 


MILLIONS 
FEDERAL MONEY 


yey now being poured into the 
Northwest by Federal Agencies 


T 


more than DOUBLE the 
amount of MONEY ac- 
~eruing from Farm Incomes 
— making a TOTAL of 
over ONE BILLION 


a al 


... NOW! 


lt’s a 


FACT...... 


that KSTP dominates in 


this TRADING CENTER 
by occupying the leading 


position in the area of the 
“Measured Majority ces 
the 1,142,000 population 
which “spends 75c out of 
every dollar in the state. 


KSTP 


MINNEAPOLIS ..... SAINT PAUL 


THE STATION OF THE MILLIONS WITH MILLION 


ADDS..... 


DOLLARS to be spent 


LILLY, CANADA 
DRY PACKAGING 


Conference Told of Special 
Problems Solved 


| 


| 

| New York, March 15.—-W. 8S. Brown, 

lassistant advertising manager, Can- 
ada Dry Ginger Ale, Inc., and C. 

| Miller, Eli Lilly & Co., described out 
standing examples of capitalizing 
packaging developments at their ap- 
pearance today on the program of 
the Packaging, Packing and Shipping 
Conference, Clinic and Exposition 
under the auspices of the American 
Management Association. 

| Earlier speakers on the four-day 


~ PROBLEMS AIRED 


R. | 


| 


| 
| 


| 


| program which began March 13 lim- 
ited their discussion chiefly to pro-| 
lduction and shipping problems. The 


| packaging clinic, leading feature of 


ithe conference, was closed to the 
press. A list of winners in the com- 
| petition is given elsewhere in this 
; issue, 


} 
| Mr. Brown presented data prepared 
by Frank Carson, advertising man- 
ager of Canada Dry Ginger Ale.. Inc., 


who was unable to make his sched- 
uled appearance. His talk covered 
the introduction of Canada Drv’'s 
sparkling water, which was_ intro- 


'duced in June, 1982. 

“Entering a highly competitive 
field controlled for years by a com- 
paratively few companies, we real- 
ized we could be successful only by 
carefully planned strategy,” said Mr. 
Brown. 


| Make Bottle Attractive 
| “The first step in our plan was to 
|secure an unusually attractive bottle, 
| different from any other on the mar- 
|} ket in appearance and size and priced 
|;more attractively to the consumer. 
In collaboration with 
tum Company and Arthur 8. 
| we designed a 28 ounce, iridescent, 
| rainbow effect, frosty, transparent 
| bottle, and dressed it up with a shiny 
Snark foil body label featuring a 


Allen, 


sparkling diamond. It made for ex- 
cellent display on the shelf and in 
the window and looked cool and at- 
tractive on bars and on the tables of 
smart 

“After a six months’ trial in metro- 
|politan New York and New England, 
during which time we ran no news- 
paper magazine advertising, con- 
\fining ourselves strictly to the dis- 
play medium, we were convinced that 
a definite market existed. Repeat 
business was not large but it was con- 
sistent. 
| “Starting national distribution in 
the early spring of 1933, we switched 
our entire magazine copy from ginger 
ale to sparkling water, using full 
pages in color in eight national publi- 
cations. While immediate potential 
volume did not warrant this expendi- 
ture, we were anxious to force distri- 
bution, and we recognized the fact, 
too, that, even though the copy fea- 
tured sparkling water, there was con- 
siderable advertising support being 
given at the same time to our bread 
and butter item, ginger ale.” 

The series of eight page advertise- 
ments in full color used in the na- 
tional introductory campaign com- 
plemented the package. Illustrations 
pictured the bottle in the most promi- 
nent manner, sixty per cent of the 
total space being devoted to showing 
the public exactly what the bottle 
looked like. 


hostesses. 


or 


Large Volume Built Up 


Considerable effort was also placed 
behind point-of-purchase advertising. 
Some 15 pieces were designed, all of 
which either incorporated the actual 
bottle or reproduced it in large size, 
from 18 to 20 inches high. 

“At the present time, some 20 
months since the product was 
launched, we are selling an ever-in- 
creasing volume in 48 states,” said 
Mr. Brown. “The volume is sufficient 
to place the item on a profitabie ba- 
sis, and the product is now well 
enough established to permit us to 


Whitehall Ta- | 


|purchase copy 


DESIGNS WINNER 


Egmont Arens, director, industrial 
styling division, Calkins & Holden, 
whose package won the Wolf 

Award. 


combine our ginger ale 
ling water campaigns for 
newspaper, magazine and_ point-of- 
will feature the two 
products together, making it possible 
to give more support to both.” 

Eli Lilly & Co. became package con- 
in recent years, according to 
Mr. Miller, when the competitive nec- 
essity for using on a varied 
group of packages pointed to the ad- 
visability of finding a standard de- 
sign that could be used on packages 
of all sizes. 

“Our problem was to create a de- 
sign that would not violate medical 
ethics, that could be used on large 
and small packages and that pro- 
vided adequate copy space,” said Mr. 
Miller. 

“Keeping in mind that the prin- 
ciples of medical ethics must be ob- 
served, a careful study of the history 
of packaging pharmaceuticals was 
the starting point. One of the oldest 
pharmaceutical containers—the glass 
stoppered, glass labeled dispensing 
bottle furnished the motive. 

“The title space was defined for us 
as the white area of the recessed 
glass label, the space above and _ be- 
low the white area was to be the field 
for color. 


and spark- 
1934. All 


scious 


color 


Too Much Standardization 


“Before long it appeared that stand- 
ardization had been carried too far, 
as it was quite possible that certain 
products, similar in character and 
contained in packages of the same 
size, would be confused. No change 
was made in the border design of the 
package in order to overcome this, 
but a difference in the background 
color was decided and a system of 
background colors established. 

“Another disadvantage of a stand- 
ard design was encountered when we 
attempted to redesign products af- 
fected by laws and regulations.” 

Describing the pains taken to elim- 
inate variations in color, Mr. Miller 
recommended a_ special weight of 
deeply tooled zine plates and the use 
of inks the same color wet or dry 
and which can be repeated without 
variation. The tendency of transpar- 
ent cellulose wrappers to undergo 
varying degrees of shrinkage in dif- 
ferent climates and occasionally to 
split was controlled by inserting a 


fixture between the package and 
wrapper which was removed before 
sealing. 


Publishes Leaflet 


San Francisco News is issuing 
under the direction of Maurice H. 
Hyde, manager of its retail adver- 
tising bureau, “The Advertising 
News,” a leaflet circulating among 
the retail stores of San Francisco, 


published “for the information and 
edification of retail advertisers.” 


Publisher Starts 


Commerce Publishing Company, J. 
H. Marcero, owner, has been organ- 
ized at 155 W. Congress St., Detroit, 
to publish Journal of Building Main- 
tenance, which will circulate among 
window cleaning and building main- 
tenance contractors and maintenance 
superintendents of buildings. 


jargument that 


AL & P. STARTS 


NEW DRIVE ON 
COFFEE MARKET 


New York, March 15—An instity- 
tional advertisement of 1,500 lines 
this week opened a new campaign on 
coffee to be run in approximately 354 
newspapers by the Great Atlantic & 
Pacific Tea Company. 

The institutional advertisement, 
said to be the most highly expressive 
of the quality theme ever used by 
A. & P., ran only in northern news. 
papers this week and is scheduled to 
appear in the south next week. Fol- 
lowing it the selling campaign proper 
will start with once-a-week copy. 

The same list of newspapers is 
used as in the last campaign in 
which A. & P. countered all competi- 
tive claims of vacuum-sealed and 
other kinds of freshness with the 
only freshly roasted 
coffee ground before the customer's 
eyes is truly fresh and that the best 
packaging to preserve oils and other 


perishable contents of the _ coffee 


| berry is its unbroken skin. 


Total lineage of the new campaign 
will be approximately the same as 
the last. The greatest difference will 
be wider variety in size of copy. This 
will swing from 1,500 lines down to 
336. The preceding campaign used 
medium size copy more consistently. 

The campaign will extend into May. 
Calkins & Holden, Inc., who designed 
the new packages last fall, prepared 
the copy, but release is made through 
territorial offices of the chain food 
company. 

About half the institutional adver- 
tisement is given over to a balmy, 
early spring illustration by E. A. 
Georgi, Calkins & Holden vice-presi- 
dent and art director, and the rest to 
a brief message with plenty of white 
space, suggestive of springtime light- 
ness and gayety. 

The purpose of the advertisement 
was to play up the fact that the three 
A. & P. coffee brands are intimately 
associated with the old-established 
food markets now numbering about 
16,000. 

“‘Mrs. America, says the mes- 
sage, “long ago discovered that the 
finest coffees at the lowest possible 
prices were to be found at A. & P. 
And since 1859, more and more 
people have been buying, drinking 
and enjoying A. & P. coffee until to- 
day A. & P. is the world’s largest 
coffee merchant. 

“More people drink A. & P. coffee 
than any other coffee because there is 
no better coffee at any price. Day by 
day new recruits join this great army 
of coffee lovers .. .” 

Next week, the theme of the re 
mainder of the campaign, not brought 
out in the introductory advertise 
ment, will be taken up. It will prob- 
ably reiterate the statement that 
coffee to be truly fresh must be kept 
in the berry and ground at the store 
when purchased or in the home that 
is equipped with a coffee grinder. 


,% 


IT’S THE POOL YOU FISH 
not the Bait You Use.. - 


To get big ones go where they are 
The finest bait catches nothing 1" @ 
“fished out’? stream. 


7] . . avs a 
Three times a day and 365 days 


year, baked goods are necessary wo 
complete every meal. Go after bus:- 
ness in this large and stable indus 
try. 

Census figures show that «!'" 
bakers do 90.6% of the baking, 
See what that means in a one ane 


a quarter billion dollar industry - 


Readers of BAKERS’ HELPER 
taking it on its merits and_ no 
through premiums or special omen 
are the key men, controlling Te* 
buying power. 

Write for “Baking Industry 
and Figures.” 


BAKERSHELPER 


YE MAGAZINE 7 BAKERY PRACTICE ={ MANAGEMENT 
Helping Bakers Since in 
330 S. Wells Street, CHICAG 
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In 1933 True Story carried more TRADE OPINION CONFIRMS AD VOLUME 


Magazine-selling druggists rate True Story their best seller and first 
advertising preference. An exhaustive survey by the Druggists’ Mer- 
chandising Burequ ranks True Story first by a wide margin. 


The druggist, a keen judge of sales effectiveness, picks True Story. 
The advertiser, spending his money and watching his results, again 
picks True Story. True Story is your strongest consumer sales weapon 
in the drug and toilet goods field. Strike hard and often. 


advertising than any other CONSECUTIVE YEARS OF LEADERSHIP 
wis IN DRUG AND TOILET GOODS FIELD 


e _ For three consecutive years True Story has led all 14 major maga- 

rmy general magazine. And 193 3 zines in total pages of drug and toilet goods advertising...For four 

consecutive years True Story led all general monthlies and women's 

on magazines ... For six consecutive years True Story has led all seven 
tise: primary women's magazines. Source: P. |. B. Records. 


rob was a real test of leadership. TRUE STORY MAGAZINE - GRAYBAR BUILDING - NEW YORK 


that 


pages of drug and toilet goods 


that *Comparison covers 14 major weekly, monthly and women's magazines 
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LISTEN, CURLEY! IF You | 
_ MUST EXPERIMENT, STICK 
TO THE MONETARY FIELD. 
BUT WHEN YOU ADVERTISE, 
PICK THE MAGAZINE WHICH 
HAS STOOD THE TEST OF wane i 
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Copy Control Under the Code 


The code of the Periodical Pub- 
lishers’ Institute provides for the 
possible adoption of regulations con- 
cerning advertising copy. At this 
time it has not been indicated 
whether or not regulations of this 


kind will be put into effect. 

In view of the continued discus- 
sion of copy control through statu- | 
tory enactment by congress, with the | 
possibility that stringent and gener- | 
ally unsatisfactory regulations will | 
follow, it seems to ADVERTISING AGI | 
that action by the publishers’ group | 


might well be taken to demonstrate | 


to the national administration that 
the advertising industry is capable 
of self-regulation under the NRA. 

It is evident by this time that some 
sort of regulation is demanded. As 
between self-regulation and federal 
regulation through statutory con- 
trol, we believe there is little doubt 
that the former method would be 
more satisfactory in practice, as well 
as less onerous from the standpoint 
of advertising. If 
be 


of effective use 
this is true, it would 
good policy to take the initiative in 
demonstrating the possibilities of 
voluntary action which to a large ex- 


obviously 


tent would make the adoption of new | 


laws unnecessary. 
The 
course, 


publishers, of 
group, 
be 


periodical 
only one 


would have to 


represent 
and their action 
followed by the newspapers, 
casters and others in order to give 
the complete supervision of advertis- 
ing which is needed. Yet publishers 
and other owners of mediums realize 
by this time the dangers inherent in 
radical legislation providing detailed 
regulution of advertising, and should 


i/the more extreme regulations can be 


broad- | 


be definitely in favor of the less bur- 
densome type of control which could 
be set up within the industry. 

It has been assumed in most quar- 
ters that the Copeland bill or one of 
the numerous versions of the food 
and drugs act now under considera- 
tion in congress is sure to pass at 
this session, and that no matter what 
action is taken now by publishers 
and advertisers, it will not prevent 
the enactment of some legislation of 
this character. But it is by no means 
certain that this is the case. 

In the first place, adjournment of 
congress before May 1 is desired by 
the Speedy termination 
of this session may make it impos- 
for agreement to be had on the 

and 
from 


President. 


sible 
bills now 
thus may prevent any 
being enacted. Opposition to the or- 
iginal Tugwell bill and its successors 
has been growing so steadily that it 
may be doubtful if any bill carrying 


consideration, 
law 


under 


passed in both houses. It is there- 
fore highly questionable whether it 
is necessary for advertising to rec- 
oncile itself to the idea of operations 
under a law of this kind. 

Certainly the main argument in 
favor of regulation, namely, that the 
advertising business has shown no 
disposition to regulate itself, would 
collapse if the publishers took steps 
to provide for effective supervision 
of copy through 


The industry should be wise enough 


code regulations. 


and courageous enough to take the 
[initiative in the direction of the ulti- 
| mate goul of sane, effective and prac- 
| tical regulation of advertising from 
within rather than from without. 


"Mr. Bassett, we are grocerymen here, not architects!" 


— 


York American. 
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The Eyes Seem to 
Have It in Memphis 
To the Editor: All Memphis has 
its eyes on the Ford V-8. 
Inhubitants of the city on reading 
their paper Tuesday, Feb. 20, were 
amazed to find the eyes of eight 
prominent local citizens who had 
just purchased 1934 Ford V-8’s glar- 
ing at them from page 3 of the Press 
Scimitar. 
Competition in the sale of motor 
cars reached its peak in Memphis at 
the inauguration of the Tri-State 


ALL 


MEMPHIS 


has its eyes on Ford V-8's 


-and new car-buyers have 
chosen more Ford V-85 than 
any other 1934 car 


Twenty Years of A. B. C. Service 


Next month will mark the twen- 
tieth anniversary of the founding of 
the Audit Bureau of Circulations. It 
is an occasion of such significance to 
the advertising field as to be worthy 
of more than casual attention. While 
the annual meeting of the bureau 
will not be held until next October, 
usual, we hope that President 
Thomson, Managing Director Harn 
and the directors and staff will not 
overlook the opportunity to mark 
this event in and 
memorable way. 

The A. B: C. undoubtedly 
played a most important role in the 


as 


an impressive 


has 


progress of advertising in the United 
States. Contrasting the general use 
and recognition of advertising in this 


country with its position in other 


lands where the idea of audited cir- | 


culation is not yet so universally ac- 
cepted, it is easy to see how confi- 
alence in advertising has been devel- 


oped through the ability to buy circu- 
ation on a basis of Known quantity 


j}and distribution. 

We believe, too, that the standards 
iof accurate measurement of circula- 
tion up by the A. B. C. 
have permeated to all other divisions 
of advertising effort. Market sur- 
veys, now recognized as a basic re- 
quirement for successful advertising, 
have been influenced both directly 
and indirectly by A. B. C. methods. 
And while the A. B. C. is primarily a 
means of determining the quantity 
and distribution of circulations, ft {1s 
jonly fair to say that its effect in the 


values set 


been evident, through the 
measures adopted by advertisers and 
agencies to supplement the quanti- 
tative factors of the A. B. C. 
with qualitative data. 

| Twenty vears is not a long time, 
\in the ordinary sense. In connection 
| with the A. B. C. it marks an epoch. 
‘In the field of advertising it repre- 
{sents the turning-point where modern 
jadvertising history really begins. 


easily 


reports 


determination of quality as well has, 


|= FORD YF 19354 === 


| Merll Meteor Co. Null-Dobbs-Price Co. 


|automobile show. Memphis and its 
surrounding territory has shown tre- 
mendous gains in purchasing power, 
and Ford dealers, proud of their ac- 
complishment in selling 471 1934 
Ford V-8's in Memphis to Feb. 20, 
told all Memphis about this outstand- 
ing record in three smashing full 
page advertisements. 

The advertising was prepared by 
the New Orleans office of MeCann- 
Erickson, the attached being one of 
the highlights of the auto show, in 
our opinion. 


WALKER SAUSSY, 


Voice of the Advertiser 


MceCann-Erickson, Inec., New Or- 
leans, La. 


| v v v 


Radio-Press Purity 
Battle Gathers Force 
To the Editor: After reading Mr. 
Weiss’s potent answer 
AGE, March 3) to Mr. Gibson’s com 
ment on air programs (pertaining to 
his child’s susceptibility to radio ad- 
vertising “copy” 
capsule form), 
|has strayed far 
tify the purity of 


| 


I believe Mr. 


radio advertising 


( ADVERTISING | 


of a cod liver oil in} 
Weiss | 
in his attempt to jus- | 


“copy” by naming in comparison 
newspapers running proprietary and 
medical copy. 

Hasn’t he overlooked a most impor- 
tant point in advertising—-the me- 
dium which actually carries the copy, 
in this case a specific children’s pro- 
gram, rather than radio programs in 
general. As I understand it, this 
juvenile broadcast and the advertis- 
ing which followed were directed to 
the child listener. 

Not so with the newspapers pointed 
out by Mr. Weiss. Can you imagine 
this child or any child of less than 
six years, reading the columns of a 
Detroit newspaper and being sub- 
jected to the advertising of proprie- 
tary and medical copy in which he 
hasn’t the slightest interest? It is 
evident, then, that there should be 
a wide difference in the copy stand 
ards that each must adhere to. 

It seems to me that Mr. Weiss has 
erred in his attempt to justify this 
special type of radio advertising 
“copy” in comparing it with news- 
papers carrying a general type of 
copy. 

Let him see the juvenile advertis- 
ing copy appearing in children’s pub- 
lications such as Child Life, Junior 
Home, Tiny Tower, or others going 
direct to the child. Such are edited 
for the child’s enjoyment and amuse- 
ment, as was the cod liver oil radio 
program. 

R. C. GiLpnoy. 
The Instructor Magazine, New York. 
v v v 


Humorous Drawings 


Tell Lily Cup Story 


To the Editor: You might not split 
your sides laughing over them, but I 
think you'd look twice at some of 
the signs on our Lily-Tulip trueks— 


and maybe get a quiet chuckle or 
two. 
Enclosed are the six of them in 


miniature—they’re 40 by 40 life-size. 
Not as big as some you've seen—but 
when framed in scarlet 


against the! 


Information 


forAdvertisers 


The following documents may be ge. 
sured without charge by any nationaj 
advertiser or advertising agency from 
the companies sponsoring them, or 
through ADVERTISING AGE. 


No. 573. Time—Today—Tomoryoy. 
An unusually effective 
illustrating the results of scores of 
reader tests on Time. The unique 
maps not only point the necessary 
morals, but also lend decorativeness 
to the volume. 


brochure 


No. 574. A. A. 
to Farmers. 


A. Benefit Payments 


Important charts developed by 
Wallaces’ Farmer and Iowa Home. 
stead, showing the distribution of 


A. A. A. benefit payments to farmers 
by states and sections, the average 
per farm, etc. 


No. 575. The Field Intensity Survey 
in the Oklahoma City Market. 

A comprehensive analysis of the 
market of Station WKY, Oklahoma 
City, as determined by a field in. 
tensity survey conducted in Novem. 
ber, 1933. 


No. 576. Six Redbook Novels. 


A compilation, in book form, of the 
first six novels which have appeared 
in Redbook since the magazine 
adopted the policy of publishing a 
novel complete in each issue. Dashiel! 
Hammett, Mignon C. Eberhart, Sir 
Philip Gibbs, James Warner Bellah, 
Agatha Christie, and Charles L. Clif- 
ford are the authors represented. 


No. 577. 
Book. 
An unusual publication giving a re- 
view of the important events of the 
past year in Oakland, Cal., together 
with much valuable data on the city’s 
buying power, growth, etc. Published 
by the Oakland Tribune. 


The Oakland Tribune Year 


No. 529. Let’s Count Noses. 


A booklet published by Household 
Magazine giving much valuable in- 
formation on the size and complex: 
ion of the rural market. Retail 
sales, home and car ownership, and 
other statistics are presented in 
graph form. 

No. 568. The First Hundred Investi- 
gations. 

An unusual “wall decoration” some 
five feet long containing the results of 
103 investigations by various organ: 
izations among diverse groups of 
people on magazine preferences. Pub- 
lished by Time, Inc. 


black side of a truck, they do get 
attention. 

Jobbers can have these signs for 
the asking. Many wholesalers have 
agreed to run the series of six, one 
a week, during the peak season this 
spring and summer. Model window 
displays, built around them, are be 
ing suggested to our accounts—as 
well as show room displays. We're 
also working their satiric theme into 
direct mail helps, given free to job 
bers—among these, a blotter taken 
from the attached checkerboard. 

Maybe some of your readers will 
be interested in this attempt to dra 
matize a product story that isn't too 
easy to tell in language interesting 
to the layman. 

D. MAnHOoNY, 

Advertising Manager, Lily-TuliP 

Cup Corporation, New York. 


WHAT— NO LILY CUPS/. 
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tising in 1933 than any other 


six-day newspaper in America 


Here is how they finished 


=A 


= Total Linage = 

= 1. THE CHICAGO DAILY NEWS (Evening) 12,326,011 = ‘ 

= 2. New York Sun (Evening) 11,978,003 = AUTHORITY 
= 3. Hartford Times (Evening) 11,695,941 = Media Records. Ine. 
= 4. New York World-Telegram (Evening). 11,323,761 = 

= 5. Providence Bulletin (Evening). 10,812,176 = 

= 6. Buffalo News (Evening) 10,409,366 = 

= 7. Akron Beacon-Journal (Evening) 10,175,761 = 

= 8. Cleveland Press (Evening) - 9,919,386 = 

= 9. Philadelphia Bulletin (Evening). . - 9,693,157 = 

= 10. Cincinnati Times-Star (Evening) - 9,271,300 = 

= 11. Wilkes-Barre Record (Morning) _ - 9,068,262 = 

= 12. Los Angeles Herald-Express (Evening) _ 8,711,375 = 
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FASING LIQUOR 
IMPORTS TO ADD 
TO ADVERTISING 


Price Appeals Assume More 
Prominent Place 


New York, March 15.—-With the 
lifting of import quotas on alcoholic 
beverages, sentiment in advertising 
circles this week was that price ap- 
peals will assume greater importance 
in both distillers’ and vintners’ copy. 

The influence of President Roose- 
velt’s move on liquor was seen early 
in the week by full page copy run 
by Schenley Distillers Corporation. 
This copy was one of two full pages 
and many smaller insertions marking 
a swing into Schenley’s’ intensive 
advertising program, which, it was 
announced at a conference of its 250 
key distributors this week, will in- 
volve the expenditure of $3,000,000 
rather than the previously indicated 
$2,000,000. 


| strictions, 
| Was built around supply rather than 


Based on the lifting of import re- | 


the page advertisement 


ADVERTISING AGE 


been charged for some 
goods, will 


have 


aged 


Which 


slightly domestic 


price, and in this respect expressed | cause the latter’s value to drop. 


an advertising viewpoint contrary to 
that of some other liquor advertisers. 

Copy pointed out that Schenley 
selected by some of the lead- 
ing and oldest foreign wine and spir- 
its houses because of its “vast 
sources and unquestioned integrity.” 

“Today,” it continued, “Schenley 


was 


makes good use of its resources to 
take the fullest advantage of the 
President’s action, which makes 


illustrious products available 
to you in adequate supply.” 


these 


See More Advertising 


From the supply standpoint, some 
agency men expressed the opinion 
during the week that if the import 
restrictions are called off perma- 
nently, more advertising will be 
done. Some of the leading Scotch 
whiskies have been selling practi- 
cally without advertising, they point 
out. This was because the supply 
was too limited to fill the demand 
that would have developed had the 
imported lots been advertised. 


With the bars on imports re- 
moved, certain whisky prices are 
likely to move downward on the 


average, and the movement is likely 


to prove fruitful of strong copy ap- 
peals. Aged foreign whiskies, it is 
reasoned, at prices close to those 


re- | 


| 


Price, says a prominent retail ad- 
vertising man, will be an important 


item, but he presents-a side of the page on 


| 


| newspapers, 


The current week was an impor- 
tant one for Schenley. The three- 
day conference was accompanied by 
striking advertising in New York} 
starting with the full | 
Schenley’s announcement 


problem which discounts the advis-|that as “leader” of the new indus- 


ability of pounding on price too much 
in the better grades, ranging upward 
in retail price from $3.50. 

Small drops in price will not de- 
velop large groups of new buyers 
in those upper price brackets, he 
claims, because, although many peo- 
ple formerly of good incomes are 
now forced to buy at a $1 to $1.50 
or so a pint, yet they still have the 
taste and yearning for better goods. 


Starts Drive 


Brown-Forman Distillery Company, 
Louisville, Ky., launched its first 
post-repeal campaign this week with 
a number of full pages in all metro- 
politan New York newspapers on Old 
Polk, a 100 proof straight whisky. 
Its slogan bears out the trend toward 
reaching the .mass of consumers 
above noted. “Low priced but 
straight whisky,” it reads. 

H. W. Kastor & Sons are in charge 


of the advertising, which will run 
in all important metropolitan cen- 
ters of wet states. Old Polk will 
be given a general campaign, in 
which full pages will be used for 
some time, smaller copy later. 


T takes “Knee Action” to deliver over One Quar- 
ter Million Des Moines Register and Tribunes 


every day in 852 cities and towns in lowa. 


The “Knee Action” is supplied by the 4331 car- 
rier salesmen who deliver THE REGISTER AND TRIBUNE 


exclusively. 


Bumps and holes 
dising road for those 


are eliminated in the merchan- 
alert manufacturers (and their 


agencies) who concentrate their advertising in THE 
Des MoINes REGISTER AND TRIBUNE. A smooth, fast 
and direct road to lowa’s select and most discriminat- 


ing purchasing power. 


THE DES MOINES 
REGISTER AND TRIBUNE 


|} many 


try, it is establishing a ten per cent | 
shorter work week with a ten per 
cent increase in wages. 

Copy under 1,000 lines followed, 
each insertion featuring a different 
Schenley brand, with as many as| 
same issue of each newspaper. On 
the same day, the various papers 
carried different copy so that a good 
coverage was given to the leading 
Schenley brands. 

The trend toward use of smaller 
space presenting fewer items, as con- 
trasted with some of the omnibus 
copy employed some time ago is 
illustrated in current activities of 
the United Cigar Stores Corporation, 
which is now using around 300 lines 
in its liquor store advertising, and 
reports a better profit showing. 


VILLAIN FOILED 
IN POSTUM COPY 


New York, March 15.— General 
Foods Corporation has just started a 
new comic strip campaign featuring 


a phantom villain, Mr. Coffee-Nerves, | 


which will represent its major adver- 
tising effort for the year on Postum. 

Initial appearance this week was 
in comie color sections in newspapers 
of all major markets. The strip will 
also appear in black and white in 
“probably several thousand” small 
town dailies and weeklies and in a 
limited list of magazines, inclusive 
of some of the leading national pub- 


lications as well as country period- | 


icals. 

In instituting this campaign, Gen- 
eral Foods has switched its policy on 
Postum, giving newspapers the big- 
gest role in its program. The cur- 
rent campaign will embrace the most 
comprehensive employment of news- 
papers by Postum in several years, 
according to executives. 

Generally speaking, the campaign 
uvoids tearing down coffee to enable 
selling more Postum. It freely voices 
the fact that “no one Knows just how 
people there are who can’t 
drink coffee, but everyone 
that there are many such 

Maybe you are one—without 


sufely 
knows 
people. 


| realizing it.” 


The first strip to appear in the 
series showed the phantom Mr. Coffee- 
Nerves taking it on the chin. The 
housewife, prompted by the phantom, 
sends her husband to work “mad as 
a wet hen,” decides to bawl out the 
grocer and return to spank the baby, 
but finally winds up at a doctor’s of- 
tice where her case is diagnosed. The 
phantom skulks away and 30 days 
later happiness holds the home in its 
tight embrace. 


N. W. Ayer & Son of 
Canada Is Launched 


N. W. Ayer & Son, Ine., Philadel- 
phia, has organized a Canadian 


agency, N. W. Ayer & Son of Canada, 
Ltd., which will open offices in the 
Sun Life Bldg., Montreal, March 19. 
The business will be managed and 
staffed by Canadians, but the person- 
nel appointments have not yet been 
made, 

The agency has been doing busi- 
ness in Canada for 50 years, handling 
the work from the New York and 
Detroit offices. 


New Agency Starts 
Robert K. Hunnes 
Hepburn have leased space in the 
Stratford Theater Bldg., 63rd and 


ate a general advertising agency un- 
der the name of United Advertising 
Service. 


and Gordon | 


Halsted Sts., Chicago, and will oper- | 
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UNIQUE LIQUC 
STORE STARTED 


BY AGENCY MAN | 


three of these sprinkled through the Thomas H, Reese Opens Em- 


porium for Brothers 


New York, March 15.—Under the 
jegis of Thomas H. Reese Company, 
| New York’s largest retail liquor store 
| will be opened about March 24 at 23 
E. 49th St. 

Thomas H. Reese is establishing 
the business for two brothers gradu. 
ating from college this spring, Rich. 
ard R. and William G. The agency 
head will not be active in the busi- 
ness but his agency will direct ad.- 
vertising and merchandising. 

Mr. Reese remarked to ADVERTISING 
AGE, however, that he might put in a 
little time after hours on ideas for 
coordinating the advertising of the 
retail store with the copy programs 
of the national advertisers whose 
goods will be handled. He will also 
utilize the retailing facilities as a 
proving ground for merchandising 
activities of liquor clients. 

The store’s independent merchan- 
dising will be featured by the every- 
issue use of preferred mediums. So 
far, this list comprises the Herald 
Tribune and the New Yorker. Other 
newspapers will run announcement 
and special copy. 


Unique Revolving Bar 


No special prices will be adver- 
tised. The bargain appeal will be 
stressed, nevertheless, with copy 
pointing to the firm’s purchases of 
large lots at low prices and calling 
attention to a circular revolving bar 
occupying one show window on which 
one bottle of each cut-rate item 
carried will be displayed. One 
vantage of the plan is that specials 
may be offered and withdrawn at a 
moment’s notice, thereby avoiding 
any ill will which might result from 
failure to supply an advertised spe- 
cial owing to depletion of stock. 

The store’s unique departmental- 
ized layout permits catering to the 
Park Avenue Pekinese and mass 
trade without danger of rubbing class 
consciousness the wrong way. There 
will be a hostess able to answer any 
question relating to the serving of 
wines at the beck and call of patrons 
at any hour. The chemist heading 
the store’s own testing laboratory 
will also hold himself in readiness 
for customer conferences at any mo- 
ment, 

Experts to Lecture 


One section of the premises is set 
aside for lecture purposes, and the 
management will feature the appeal: 
ances of wine experts and famous 
chefs. This activity will tie in with 
|}merchandising of hostess’ packages 
or cases. 

Part of the 5,000 square feet of ait 
|conditioned storage space will be set 
| aside for rental to Manhattan apart- 
|}ment dwellers who do not have prr 


| Vate storage facilities. 


| 
225 N. MICHIGAN AVE 


STA.4047 __- 


| 919 N. MICHIGAN AVE 
JU. 2621 et 
221 N.LA SALLE 
aaa: RAN. 3270 


Specialists in Sales Promotion of 
549 W. Washington St. 


THE FENSHOLT COMPANY 
ADVERTISING 


Electrical €& Mechanical Products 


Chicago, III. 
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| Bans Price Copy L wil Br wer Brew (dark) and King-Kole Imperial 

ODE AUTHORITY An order prohibiting liquor price oO e e Ss Ale, as well as Ginger Ale, “got ; . 

advertising in Minnesota has been { F. hi Rickey ond Sparkling Fiss, will be | Company Wik Saunek the brand in 

issued by David Arundel, state liquor et ranc ise merchandised. Brewers and bottlers | its territory with intensive local ad- 
NEWSPAPERS commissioner, on the basis that men- ‘ ° 9 | operating under a franchise will re- | vertising. 

OF tion of low prices encourages liquor For King-Kole ‘main totally independent of each| Four weeks later Berghoff Broth- 

buying. other, will make their own brews | ers Brewing Company, Fort Wayne, 


| a eee mete and beverages, following a specific | Ind., will begin promotion of the 

F GOES 10 WORK Start Juvenile Paper | Chicago, March 15.—An unusual | formula, and will benefit from coop-| brand, and it is planned thereafter 

Hillard Publishing Company, White plan whereby a single brand of beer | erative advertising and promotion on |to start King-Kole off in a new “a 
; Plains, N. Y., has announced To-| will be featured by licensed brew- @ national scale. brewer's territory every two weeks. 


morrow's Child, a monthly magazine | erjes in every section of the country, : 
| Wil iams an UUGL | AK@| dealing with child training and child sieies Seem tne emia ti Sold in Every State : 


, . . allowing for national advertis- ' 
management which will be circulated & > . Program Shifts Time 


bad 


the new brand will start in Cleve- 
land April 15, when Eilert Brewing 


Bein 


| 


A ti Ch to parents ing of the brand, as well as localized Sale of the King-Kole brand has! Pedro de Cordoba, “The Friendly 
crive arge ; ee a promotion, has been developed by already been established in every | Philosopher,” and Will Osborne's Or- 
Labricati A a Harry A. Chesler, whose office is in state in the union for protection of | Chestra, sponsored by the Corn Prod- 
uorication ppoints the Wrigley Building. trade name. and the work of getting ay a ( ~~ 4 will ro 
: Tork are 5 — > ¢ rertici , >» Sf; : ‘or . , . t ‘10 a. = Loi, n SJonday, 
nee ¥ers. March 15.—The code Advertising of the Standix Cart-| Phe prand to be featured is “King- breweries lined up behind the brand | @ “ Tg Ras Frid: ae stead of 
thority of the daily newspaper pub-|ridge Lubrication System of Lubrica- ,- ai 2 ; in araceeding rasidiy Wednesday ant riday instead o 
i : fete : s Bas : : thi Kole,’ and a complete line of beer '!s proceeding rapidly. 10:45, starting April 9. This date = ih 
i lishing business completed its organi-|tion Corporation, Chicago, has been ae z . ‘ ; :40, sti & April 9. Ss date ce 
2 — ; laced wi vor sae ft . |and ale to be known as King-Kole Seven breweries have already |also marks the series’ completion of es 
; vation Monday as the newspaper code | P!acea with McCann-Erickson, Inc., Royal Brew (light), King-Kole Regal | joined the plan, and promotion of |one year’s broadcasting ee. 
) q Sa - : * - *hicag OVi Pew 4 > 2-Nole eg > e an, ¢ one years ‘OK ‘as 5. 
hecame effective. Samuel M. Wil-| Chicago. ; . ; 7 — 
liams. of the Ridder Newspapers, is | = —- oa ——— = ne as een 
, manager of the code authority, and 
Charles R. Butler, until recently pres- 
\- . s 
¢ ident of the Inland Daily Press Asso- 
ejation, is field representative. | 
Temporary offices have been estab- | 
lished at the quarters of the Ameri- 
can Newspaper Publishers Associa- 
G - . ‘ 
tion at 370 Lexington Ave. Separate 
a é 
‘ offices will shortly be taken, however. 
) ° . ss 
ve Complying with the provision that 
foul publisher representatives shall r) aS - eo 2 es 
SP ocosiawatarancs Wiedemann joins Cinceimmati s 
») P . 
dustrial Board, the code authority i 


has named Merrill M. Lord, business 
manager and treasurer of the Chi- 


. rer Chi-| ee ee e | 
cago Herald and Examiner; E. H. SPECTACU R Advertisers 

" ' Harris, publisher, Palladium and Wy " a 
7 Item, Richmond, Ind.; Emanuel Levy, 

general manager, Louisville Courier- 


ld Journal and Times; and Harvey J. 
t . . » * 
: Kelly, Chicago, chairman of the A. N. 


by 


oY ; s . : J , 
: Pp. A.’s special standing committee. Ww. D. KRU PRE 
Mr. Williams has also been named General Sales Manager 
secretary-treasurer of the code au- 
thority. Before joining the Ridder 
oes j papers, he served the New York ’ 
a World for many years. Color! Motion! Attention! And Con- 
: Mr. Butler formerly was co-pub- 5 ’ 
py ’ s Action! 
of lisher of the Free Press at Mankato, —— 
ng Minn, Spectacular electric signs provide all 
ae rhe code authority also includes 
ich ten prominent members of the news- four. 
paper publishing business. , — 
_— . Color—through the use of neon and 
as & F.C. emberente colored lamps. 
ra ewspaper Loans . 
; i _—— * s ¥ 
ing Washington, D. C., March 15.—The Motion—through the use of flashing 
om Reconstruction Finance Corporation effects. 
pe- will not make loans to newspapers H sini i 
through the Publishers Finance Cor- Attention because of this selfsame 
tal- poration, Jesse H. Jones, R. F. C. color and motion. 
the chairman, indicated today. Beyond 
ass axDrenetnl his disapproval of such a And Consumer Action—because spec- 
ass plan, Mr. Jones had nothing to say i . 
bs . ag a 7 ¥ ss xe 0 a 
ere John A. Park, of the Times. tae ulars drive home your message t :, 
iny Raleigh, N. @., han hoon elected been. city’s buying population—continuoush y 
of lent of the Publishers Finance Cor- —while that buying population is on the 
ons poration and the possibility of hav- ; 
ing ing the R. F. C. finance loans to news- buyt ad path: 
ory papers and other publishers was dis- o 
Less cussed with R. F. C. counsel. No 
mo- such proposal has reached the R. F. C. 


board, it was said. 


“ F Test New Theme 
= For P&G Soap 


These are the facts that determined 
Wiedmann’s to join Cincinnati’s spec- 
tacular advertisers. 


These are the facts that built Chicago’s 
$2,000,000 “Skyline of Signs.” 


vith 

ges a oe And these are the facts that invite your 
‘New York, Mareh 15.— Extension : : . P ° a : 

air- of an advertising campaign on an im- consider ation if you are inter ested in 

a provement of P and G Naphtha soap reaching the buying populations of your 

art: wuts results of a test employing metropolitan markets—while they are 

pri- large space in the Bulletin and 


Record in Philadelphia and the Cam- on the buying path! 
“en Courier-Post. 

Copy appearing since March, runs 
‘rom 800 lines up to full pages. Ad- 
(itional material includes slip-over 


Why not get all the facts on this logical 


cards for display purposes in retail and profitable advertising medium? We 
establishments. The Blackman Com- One of many spectaculars erected in Cincinnati by Federal. National advertisers - 
; 4 - . ; SS Sakis . - > upon 
h bany is in charge, look to Federal for their electrical advertising requirements because Federal displays shall be glad to send them to you up 
have not only night value—they have day value as well. request. 


Add Soothing Ingredient 


The test is to determine how house- 
“Ives will feel about Proctor & 


Sra a a FEDERAL ELECTRIC COMPANY 
AvE 'Tosting on the retailers’ shelves, and 


the addition of a “soothing ingredi- 


ME TE iconv mand tosens cada’ us R CLAUDE NEON FEDERAL COMPANY » 


bh; iSl¢ l 
REET oil for liquid son soap. 
Test copy claims that the newly im- 225 NORTH MICHIGAN AVENUE cutcaco 
Prove d c . 
= tie ees re erg Me “whipped BALTIMORE CINCINNATI DALLAS DULUTH HOUSTON ~~ INDIANAPOLIS LEXINGTON 
oo ids which dissolves grease LOUISVILLE MILWAUKEE MINNEAPOLIS NEW ORLEANS PHILADELPHIA = ST. PAUL 
"' “( yet is safe for colors and hands. 
Testimonials of local housewives Subsidiaries : 
“re used in the x S 
viborgd i . — = FEDERAL BRILLIANT CO. CLAUDE NEON FEDERAL CLAUDE NEON FEDERAL 
increase bar soap sales by urging its St. Louis and CO. OF OKLA. CO. OF KANSAS 
s ise to “bolster up ‘packaged soap’ Kansas City, Mo. Oklahoma City, Okla. Wichita, Kansas 
. suds The cake is larger than for- 
alll "erly and the price is lower. : 
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NEW NEWSPAPER 
DRIVE STARTED 
ON ROBT. BURNS 


Swing Back to Better Cigars 


Given As Reason 


New York, March 15.—-A new note 


in cigar advertising is introduced in 
the newspaper campaign just starting 


for Robt. Burns cigars in seeking t« 
gain 


by men. 


The campaign, running in al 
major Robt. Burns’ markets, whicl 


includes practically all metropolitar 


women’s attention and subtlely 
gain their approval of cigar smoking | 


lsults of a ballot conducted for seven 
and drawing 10,000 votes, in 
this comedy team leads all 
including Amos and Andy 
Guy Lombardo’s’ orchestra 
second among orchestras on 


days 
which 
others, 
while 
ranks 
the air. 
Introduce “Little Bobbies” 
With the launching of a new cam- 
paign, the General Cigar compan) 
has changed its sales approach and 
now sends its salesmen out to im 
press retailers with the idea that 
they must sell the product and not 
rely solely upon advertising to do th« 
job, as they did during boom years. 
This also goes for General Cigar’s 
own salesmen. A vicious growth in 
salesmanship during the peak pros- 
perity years, generally speaking, was 
la strong tendency of the salesman t 


a, 


centers, is slated for approximately 


40 newspapers. 
latter part of June. Wm. H. Rankil 
Company is the agency. 


Copy is in two sizes, single column 


by ten inches, and occasional ful 
double columns. 
the first news section, but when thi 
is not available, the 
asked newspapers to run the adve1 


tisements on the sports pages. 


The women’s interest is enlisted by 
in which wo- | 


illustrations and copy 


men play an important part. In on 


| 
. . a | 
of the first pieces of copy, a eager 


is blindfolding her husband, who i 
smoking a cigar. 


maybe that fragrant cigar is givin 
you grand ideas.” If there is an 
prejudice against cigar smoking o 


the part of women, the General Cigar 
Burns, 


Company, maker of Robt. 


hopes to overcome it in this way. 
Out of Dailies 


Robt. Burns has not 
ing in newspapers 


been adverti 


for some 


flects the fact 


for better cigars is in immediate 
prospect. 
“It dovetails with the psychology 


of the new deal,” says W. L. Rubi 
who is in charge of Robt. Burns a 
vertising. 


and better cigars. 


“We realize that many smokers are 


smoking 
economic 


five-cent cigars 
necessity 
choice,” he continued. 


rather 


back to better cigars. 

“We also recognize the fact th 
in the past three or four years 
number of brands formerly retaili1 
at ten cents were 
cents. 
for expansion in the 


ten cent fie 


by the cigar industry generally and 


by Robt. Burns in particular.” 


The newspaper advertising will at- 


tempt to tease men to smoke bett 


cigars, at least occasionally, even if 
they cannot as yet afford to do so 
regularly. For instance, typical copy 
Says: 

“It’s natural to want the best! You 
just naturally want the best . . . the 
very finest. There’s nothing wrong 
about such a grand idea. 

“Relax in the leisured satisfaction 
of the perfect cigar with the 
smart sophisticated shape . . . the 
Robt. Burns Panatela De Luxe. Worth 
remembering always 100° per 
cent finest clear Havana filler 
pretty good world at that.” 

Robt. Burns cigars have had no 
newspaper advertising recently due 
to the fact that two years ago the 
budget was divided when George 
Burns and Gracie Allen went on the 


air for them. 

paper advertising discontinu 

leaving only the radio program. 
With the opening of the fair 


Was 


Chicago last June and in recognition 
of the fact that 85 per cent of cigar 


sales the 


program 


around 
radio 


revolved 
seller, the 
yeneral Cigar product. 

It has remained there 
aside from being one of 
broadcasts by one team for a sin 


since, a 


sponsor, surveys recently made show 
listener 


it very close to 
preference. 
Radio Guide has just announced 


the top in 


Position sought is 


advertiser has 


The quotation is, 
“You've got a new confident look or 


time. 
The spring and summer campaign re- 
that a larger demand 


“This psychology is that 
the new deal is bringing better times 


because of 
than 
“With further 
improvement of business they will go 


reduced to five 
For that reason there is room 


Eventually, the news- 


five-cent 
Was 
switched to White Owls, the five-cent 


the longest | 


It will run until the | 
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lean on advertising and to sell it 
rather than the product, according to 
Mr. Rubin. General Cigar’s salesmen 
are now setting the example for mer- 
chants, attempting to change their 
“laissez faire’ shopkeeping attitude 
to one of aggressive and independent 


selling. 

This psychology has been applied 
during the past 
new “Little Bob- 
which is be- 


basis 


introduction 
the 
smoke 


in the 
few weeks of 
bies,” a five-cent 
ling distributed on a selective 
and behind which there will be no 
advertising, at least for the present. 

Cigar retailers are told plainly that 
they will not be allowed to handle the 
lnew nickel cigar if they do not see 
lin it possibilities of getting added 
sales and profits and determine to 
|give it personal backing. 


NBC to Enter 
Transcription 


| Field April 2 


New York, March 15. — Inaugura- 
tion of a complete electrical trans- 
cription service for advertisers, effec- 
‘tive April 2, was announced this week 
by National Broadcasting Company. 
The new service will be made avail- 
able through the NBC Local Service 
Bureau. 


For Sectional Broadcasts 


“Many advertisers, strongly estab- 
lished in certain sections of the coun- 
try. are not in a position to utilize 


, 


complete networks,” explained Ric}- 
ard V. Patterson, Jr., executive vice- 
president. 

“However, they demand progra: 
of a quality commensurate with n 
work programs. The NBC electri 
transcription service will make ) 
gram talent of network calibre ava 
able for local and sectional use an(| 
applies the experience and knowledee 
of the NBC program department ty 
the building of recorded programs 


To Renew Series 


“Romances of Science,” series spon 
sored by Inecto Rapid Notox, will 
renewed over major stations in tle 
south, southwest and west coast 
13 weeks beginning Sunday, Ma) 
18. The program is heard over the 
'NBC red network. 
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Two San Francisco 
Wine Papers Merge 


wine News, published in San Fran- 
cisco by Harold Marquis, has been 
merged with California Wine ¢€ 
spirits Review, and is now known as 
ralifornia Wine Review. 

Robert J. Pritchard has been pro- 
moted from vice-president to presi- 
dent; J. L. Fraser is secretary and 
H. H. Marquis editor. The paper will 
ne published in Los Angeles by the 
Oecidental Publishing Company, with 
editorial offices in San Francisco. 


Circo Appoints 
The Cireo Products Company, 
Cleveland, exclusive licenses of Gen- 
eral Motors for piston tin plating 
equipment, has appointed Clark, Mc- 
paniel, Fisher & Spelman. Trade 
papers and direct mail will be used. 


ERTAINLY Mrs. Smith doesn’t want 
any baking powder. She doesn’t even 
want to think about it. Not in a beauty 
parlor. Not when she is in the middle of 


a permanent wave. 
She isn’t in the mood. 


Square Deal on 
Beer Taxes Is 
Missouri Plea 


St. Louis, Mo., March 15.—A tale 
of woe was poured into the public 
ear this week by the Missouri Brew- 
ers’ Asociation, which took 600 lines 
in local papers to tell the story of 
multiple taxation following its de- 
feat of a city gallonage tax. 

The advertisement was signed by 
August A. Busch, Jr., as president of 
the association. Mr. Busch is first 
vice-president and general manager 
of Anheuser-Busch, Inc. 

The advertisement said that beer 
already pays nine special taxes be- 


listen to his story. 


Well, then, how about all the food ad- 


vertisements addressed to women that 
are tossed into magazines hit-or-miss 
fashion that may or may not find her 


ready to listen? 


Will they find her in the mood? 

Yes, if you talk food when she is think- 
ing food. Yes, if you talk fashions and 
personal beauty when she is thinking of 
personal beauty. Yes, if you talk pleasure 
when she is looking for pleasure and 


recreation. 


Practically impossible in old-style mag- 
azines. That’s why McCall’s has been 
rebuilt according to the three moods of 
women. That’s why advertising in Mc- 
Call’s under the new make-up finds 
women thinking about the same subject 


At, 


M°CALL STREET 


McCall Street is now a one-way 
treet, for the new McCall make-up 
directs the interest of the reader 


foward, not away from, your ad- 
Yertising 


as the advertiser, and more ready to 


For years department stores have used 
this principle of related selling. Now this 
principle is brought into the home to the 
advantage of both sponsor and reader. 


fore it reaches the consumer, the tax 
per barrel on beer being about twice 
that per gallon on whisky. 

“The most successful liquor control 
laws of foreign countries,” said the 
copy, “recognize beer as a temper- 
ance beverage and encourage its con- 
sumption by low rates of taxation 
and discourage consumption of spirits 
by high rates of taxation. 

“Since the legalization of beer and 
repeal, this process of low taxes on 


beer and high taxes on spirits has 
been reversed in the United States 


and that, too, notwithstanding the 
repeated warnings of the administra- 
tion in Washington that high rates 
of taxation meant continued boot- 
legging and racketeering.” 


The copy concluded with a plea for 


a “fair deal’ in taxation. 


Bertolet & Deming 


Start New Firm 


Cc. D. Bertolet and L. W. Deming 
have established a special representa- 
tive firm, to be known as Bertolet & 


Deming, Inc., 30 N. Dearborn SBt., 
Chicago. New York office is at 230 


Park Avenue. 

Mr. Bertolet was one of the found- 
ers of the St. Paul Daily News and 
in charge of national advertising 
until it was sold recently. Mr. Dem- 
ing was on the same paper, and be- 
fore that was with the St. Louis Post- 
Dispatch. 


Perkins Advanced 


H. G. Perkins, assistant to 


has been made a vice-president. 


is also a director of the company. 


For the new McCall’s offers to every user 


of its space the opportunity of placing 


magazine? 


newsstand sale? 


WHAT woman’s magazine has inaugu- 
rated a new technique in magazine edit- 
ing by securing the leading food authorities 
of the country as Guest Editors? 


WHAT woman’s magazine showed a 60% 
increase in reader response to Food and 
Diet articles following its change to a triple 


WHAT woman’s magazine has the largest 


IN WHICH woman's magazine did the 25 
leading food advertisers place the greatest 
number of columns of advertising in 1933? 


De New N&CALL'S 


ae 


< 


y Sg 
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his copy where the surrounding editorial 
material will lead the reader’s interest 
toward, instead of away from, his product. 

When you advertise in the new McCall’s 
you need have no fear that your adver- 
tising may say the right things to the 
right woman aft the wrong time. 

Does it work? 

Advertisers have come to us with 
flattering reports. A toilet goods manu- 
facturer says “85% more returns.” A 
food advertiser says ‘‘75%_ better.” 
Another food advertiser says ‘“T'wice as 
many gc coupons received.” 60% more 
readers write us each month for editorial 
material and booklets. The list of suc- 
cesses is long and convincing. 

McCall’s has not increased its rates 
to cover this increased effectiveness. It 
passes these savings on to the advertiser. 
McCall’s Magazine, 230 Park Avenue, 
New York City. 


BEAUTY AIDS - COSMETICS - PERFUMES 
HOSIERY - 


UNDERWEAR - CLOTHES 


FOOD - DRUGS - ELECTRICAL EQUIPMENT 
CHILDREN'S NEEDS - HOUSEFURNISHINGS 


TRAVEL - CIGARETTES - CAMERAS 
AUTOMOBILES - 


BOOKS - INSURANCE 


the 
president of Kelvinator Corporation, 
He 


MICHIGAN GETS 
$100.000 FOR 
ADVERTISING 


Lansing, Mich., March 15.-—Out of 
$100,000 appropriated for the newly 
created Michigan Tourist and Resort 
Association by the state administra- 
tive board, $20,500 has been budgeted 
for a newspaper, radio and magazine 
campaign to be conducted through 
the association and four’ branch 
tourist associations. 

Despite the fact that the act pro- 
viding for the appropriation will not 
become effective until 90 days fol- 
lowing the close of the special ses- 
sion, $26,000 was made immediately 
available by a vote of the board. Of 
the sum released, $10,000 will be used 
by the commission and $4,000 by each 
of the four tourist associations. 

The commission’s budget, approved 
by the state administrative board, 
includes $15,000 for newspapers, 
$2,000 for magazines and $3,500 for 
radio; $10,000 for each of the four 
tourist associations, $18,000 for spe- 
cial events, $6,000 for booklets, $6,000 
for mailing and $4,700 for road maps. 

The commission named a publicity 
committee to consist of Rodger M. 
Andrews, chairman of the Mackinac 
Island State Park Commission; 
George E. Bishop, secretary of the 
Upper Peninsula Development Bu- 
reau, and Thomas F. Marston, secre- 
tary of the East Michigan Tourist 
and Resort Association. 

A committee of three has been ap- 
pointed to select the agency to han- 
dle the campaign. A central office 
will be established in Lansing. 


Banquet Hears 
New Definition 
Of Advertising 


Philadelphia, Pa., March 15.—A 
thousand Philadelphians lifted their 
glasses in a toast to “the Mae West 
of Industry—the Seven Suns of Space 
—the Benevolent Genii of Created 
Desires” at the March Mardi Gras of 
the Philadelphia Club of Advertising 
Women, last Friday night. 

This eighteenth annual dinner 
dance of the organization, as always 
one of the most brilliant parties of 
the year in Philadelphia, was held at 
the Bellevue-Stratford Hotel. 

The list of honored guests included 
Edgar Kobak, president, Advertising 
Federation of America; Helen M. 
Rockey, vice-president of the federa- 
tion, and J. Hampton Moore, mayor 
of Philadelphia. 

Advertising wins its “Mae West” 
characterization from the advertis- 
ing women “for introducing upward 
curves to drooping sales figures and 
a promise of even bigger bulges in 
the business bustle.” The seven 
suns of space, as programmed, are 
newspaper, radio, magazine, outdoor, 
direct mail, motion picture and avia- 
tion advertising. 


Thousands of Souvenirs 


About 75,000 souvenirs, chiefly prod- 
ucts of national advertisers, were 
distributed, each guest receiving a 
box of gifts in addition to a chance 
at a list of major prizes ranging 
from an electric refrigerator to three 
little pigs and a pair of ducks. 

Proceeds of the affair help to 
maintain a free introductory course 
in advertising for young women, 
with a two-year scholarship, spon- 
sored by the club; a loan fund for 
unemployed teachers, memorial schol- 
arships, and welfare work in several 
fields. 

Nan M. Collins, of the Roland G. 
E. Ullman agency, president of the 
club, was toastmistress. Miss Ruth 
M. Hogeland, of the Country Gentle- 
man, vice-presideat of the club, was 
chairman. 


Takes Larger Space 


St. Louis Sticker Company has 
moved its plant and general offices 


to larger quarters at 1906 Pine St. 
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ADVERTISING AGE 


March 17, 1934 


Griswold Sights — 
Better Business 


For Six Months 


Chicago, March 13.—Nothing can 
stop business acceleration during the 
next six months, unless it would be 
a bad strike situation, and that would 
be only temporary, in the opinion of 
Glen Griswold, publishing director, 
Business Week, who addressed the 
Engineering Advertisers’ Associa- 
tion here last night. 

“This is a safe prediction,” he said, 
“because nine billion dollars being 
distributed as it is by the govern- 
ment through relief channels, aside 
from the RFC, cannot help but show 
results. The improvement in the 
south and the agricultural districts, 
as reflected in the increased sales of 
mail order houses, is evidence that 
the program of federal relief will 
show its effects wherever applied, 
just as it is now evident in these sec- 
tions first to have received the aid.” 

Restoration of activity in the capi- 
tal goods industries is one of the 
biggest problems confronting the ad- 
ministration at present, according to 
Mr. Griswold. Private funds must 
be made available for this purpose, 
and until they are attracted to 
finance capital goods purchases, new 
federal financing will be necessary. 

Two other major problems in the 
foreground are the restoration of for- 
eign trade, and inflation, he said. 

“The job that the government is 
doing is being well done,” said Mr. 
Griswold, “but it is now up to indus- 
try through its publicists, its adver- 
tising, and its spokesmen to sell the 
people on the rights of business so 
that it will have public support when 
fighting for them. Business, today, 
needs leadership!” 


Zack Farmer Resigns 

Zack Farmer, for four months co- 
publisher and editor of the Los An- 
geles Post-Record, has severed his 
connections with the paper. 


FUN FOR CHILDREN 


FOR YOUR 
CHILDREN 


Boys ond girls 
will love these 
Kellogg Moveble Kuvtouts— FREE wth 
purchese of Kellogg's Corn Flekes 


HERE'S 6 greet chance to enjoy crinp, drinions 
a Kellogg's Core Fishes, ond ot the same time give 
your chikdere the mont laerinating p's: \honge 
. —rolertel Kctlogg Kutoute of Cowboys ond 
ledveme (Ae more 
They are NEW! A great mew idee thet makes 
these Kutouts more fue thes ea) you heave erro! 
There are six sete im the series —three of 
Cowboys amd three of indiaes—se cleverty made 
thet omy child com ploy wonderful games ~itly 
ene, te oF all vm 
Ask your grocer bow to gri them. They ore 
PRED with the purchase of Acllogg + (ore biokew 
—the world's most popular reedy-to-cet cereal. 


Not content with redesigning its 
Rice Krispies packages to include 
Mother Goose rhymes on the 
back, Kellogg Company is now 
offering “movable Kutouts" as 
premiums in connection with Corn 


Flakes. 
Offers Fair Trip 


Svery salesman of the Interna- 
tional Business Machines Corpora- 
tion in the United States and Can- 
ada who attains 150 per cent of his 
individual quota of new business by 
Aug. 1 will be awarded a trip to the 
world’s fair, Chicago. 


Display Firm Starts 


Jerome P. Fleishman and William 
T. Zerr have organized the Fleish- 
man-Zerr Window Display Service, 
508 Seaboard Bldg., Baltimore, Md. 


The continued increase of newsstand 


sales of every issue of PHYSICAL 
CULTURE pertinently indicates that its 


new personal problem editorial theme 


is going over big. 


More and more 


substantial families are turning to 


PHYSICAL CULTURE every month for 


advice in solving their own problems. 


In fact, the circulation response has 


been such a natural that every smart 


ad man on the lookout for the un- 


usual buy should investigate. 


FARM LINEAGE 
JUMPS GREATLY 


Chicago, March 15.—That the farm 
paper field has definitely come out 
of the doldrums into which it sank 
during the depression is clearly evi- 
dent by figures on comparative ad- 
vertising lineage of these papers in 
February of this year and last year 
which were released by The Advertis- 
ing Record Company, Inc., today. 

Lineage in 55 farm publications 
which were measured by this organi- 
zation in both February, 1933 and 
February, 1934, jumped more than 
55 per cent in 1934, as compared with 
1933, the total number of lines car- 
ried by the 55 papers in February 
of this year being 686,203, compared 
with 442,116 lines carried in the same 
papers in February, 1933. This is 
an increase of 244,087 lines for the 
group. 

The detailed figures for individual 
papers, shown in an adjoining col- 
umn indicates also that, generally 
speaking, all publications shared in 
the increases. The amazing gains 
registered by the farm press may be 
attributed in part, local commenta- 
tors agree, to the general business 
pick-up and the fact that farm pa- 
pers were among the hardest hit in 
the depression, but the major portion 
of the increase is said to be due to 
the recent important changes in the 
economic status of farmers and to 
advertisers’ beliefs that the farm 
market may become increasingly im- 
portant. 


Lanwitadiie of 
Selling Urged 
On Copywriters 


New York, March 15.—Future ad- 
vertising men and women who at- 
tended the tenth annual convention 
of the Columbia Scholastic Press As- 
sociation at Columbia University, 
were told by Allen Seed, Jr., presi- 
dent, Modern Brands, Inc., that good 
copywriting rests’ essentially on 
knowledge of selling and that house- 
to-house, grocery store or any other 
kind of selling is advantageous prep- 
aration for an advertising career. 

Mr. Seed cataloged the various 
types of salesmanship frequently en- 
countered and said that there is, in 
advertising, a counterpart for every 
one. He mentioned such types as 
blustering, browbeating, long-winded 
and boring, simpering, fresh and 
wise-cracking, but said that they 
should not all be condemned for in 
advertising certain products under 
certain set conditions, copy of these 
types might be used effectively if in- 
telligently handled. 

Moralizing on the fact that ad- 
vertising has no economic position 
unless it stands the acid test of 
selling, he told the advertising aspir- 
ants gathered from the eastern sea- 
board and middle west not to attempt 
to write copy until they have ob- 
tained a thorough knowledge of the 
product, visualized the approach in 
detail and thought through to the 
ultimate sale. 


Ralph Power Opens 
Own Office in L. A. 


Ralph L. Power, for nearly twelve 
years a Los Angeles announcer and 
radio editor, has opened an office in 
the I. N. Van Nuys Bldg., to act as 
counselor for advertising and public- 
ity with special facilities for radio. 

Industrial accounts retained by Mr. 
Power are Universal Microphone 
Company, Freeman Lang Sound Stu- 
dios, California Sound Studios and 
others. 


Wickersham to N. Y. 


Corwin Wickersham, for four 
years president of Standard Brands, 
Ltd., with! headquarters in Montreal, 
has been elected vice-president of 
Standard Brands, Inc., and will take 
over executive direction of the for- 
eign department in New York and 
the Widlar Company, Cleveland. a 
subsidiary. 


FEBRUARY ADVERTISING LINEAGE IN FARM PAPERS 


(Exclusive of Baby Chicks, Livestock and Classified) 


1934 1933 
Monthlies: 
Country Gentleman .... 24,214 18,409 
Progressive Farmer and 
Southern Ruralist: 
Carolinas-Virginia Edi- 


See sas eancteneenes 19,683 7,882 

Georgia-Alabama Edi- 

Seek. accerdudweeen es 16,407 7,142 

Mississippi Valley Edi- 

Er ie ee 16,210 6,742 
Texas Edition ....... 15,795 6,612 
Kentucky-Tennessee 

Pe Vinccaboeuse 15,730 6,504 

Pe eae 12,723 5,398 

Average 5 Editions .. 16,765 6,976 
Successful Farming . 17,246 12,100 
Capper’s Parmer .....+- 15,157 12,139 
Southern Agriculturist.. 11,719 5,823 
Country Home ..ccccees 9,538 9,288 
Southern Planter ...... 9,488 4,068 
Western Farm Life .... 7,181 3,227 
California Citrograph .. 6,474 6,997 
Farm JOUFMAL 26 cceconess 6,273 5,542 
Wyoming Stockman- 

oe 2,895 2,404 
Bureau Farmer ........ 1,391 2,544 
Breeder’s Gazette .....Not Rec. 2,270 

Semi-Monthlies: 

Oklahoma Farmer- 

Ee ee 15,748 9,628 
Farm & Ranch ........ 14,759 8,732 
Kansas Farmer (Mail & 

OS RS re 10,467 4,907 
Hoard’s Dairyman ..... 9,992 7,214 
Montana Farmer ....... 9,988 4,786 
Missouri Ruralist ...... 9,837 4,953 
Arizona Producer ...... 7,635 er 
Missouri Farmer ....... 5,903 4,687 
Wen PAPMOP .vccccsves 5,421 3,236 
Arkansas Farmer ..... 3,023 2,949 

Bi-Weeklies: 

Wallace’s Farmer and 
Iowa Homestead ..... 22,178 10,312 


1934 19 
New England Home- 
COU c066snsdecncsnes 17,169 12 
Prairie Farmer: 
Illinois Edition ...... 17,072 9,1 
Indiana Edition ..... 12,778 7 
California Cultivator .. 16,064 12, 


Farmer and Farm, Stock 
and Home: 
Minnesota Edition - 15,841 10,28 
Dakotas-Montana Edi- 


CIO coccoccccceccese 14,230 7,828 
TiG@GGE BGICIOR 2 ccccses 4,526 ‘ 
Nebraska Farmer ...... 15,722 9,076 


Zone Advertising .... 4,188 ey 
Pennsylvania Farmer .. 15,206 10,666 
Wisconsin Agriculturist 


an@ Varmer .cccecsecs 15,159 9,204 
American Agriculturist. 15,087 8 667 

Local Zone Advertising 3,866 5,085 
Washington Farmer - 13,536 8,076 
Ohio POPrmer .ccicccese 13,417 7,460 
Dakota Farmer .......-. 11,449 6,126 
Oregon Farmer ........ 10,909 7,240 
Michigan Farmer ...... 9,868 5,133 
TGahe Varmer 22ccccsee 8,658 6,791 
Indiana Farmer's Guide. 8,282 4,883 

Weeklies: 
Pacific Rural Press .... 26,143 15,263 
Weekly Kansas City Star: 

Missouri Edition ..... 18,752 16,307 

Kansas Edition ...... 17,476 16,308 

Arkansas-Oklahoma 

ae ee 16,710 16,709 

Rural New-Yorker ..... 17,904 15,316 
Capper’s Weekly ...... 11,874 9,566 
Semi-Weekly Farm News: 

Tuesday Edition ..... 8,680 8,078 

Friday Edition ...... 5,449 3,591 


Dairyman’s League News 2,697 2,258 


National Advertising Records, Pub- 
lished by The Advertising Rec- 
ord Company, Ine. 


Sunlight Appoints 


Campbell-Ewald Company, Detroit, 
has been appointed to handle adver- 
tising of the Sunlight Electrical 
Company, Warren, O., a division of 
the Delco Products Company, Dayton. 
The company makes electrical motors 
of the fractional horsepower split- 
phase type for washing machines and 
other household appliances. 


McKinney With Ayer 

Francis Fowler McKinney, form- 
erly with the Sales Development 
Company, Holden, McKinney & 
Clarke, Inc.. MeKinney, Marsh 
& Cushing, Inc., and Brooke, Smith & 
French, Ine., has joined the sales 
promotion staff of N. W. Ayer & Son, 
Ine. 


ClgS 


Curtis Made President 


Russell W. Curtis of the Keystone 
Press Company, Detroit, was elected 
president of the Master Printers Fed- 
eration of Michigan at its annual 
meeting. Other officers are Ray J}. 
Wilcox and Raymond Milbrook, vice- 
presidents, Warren V. Taylor, treas- 
urer, and Clarence Bradford, secre- 
tary. 


Ace Picks Agency 
Phelps-Engel-Phelps, Inc., Chicago, 
has been named to place advertising 
of Ace Manufacturing Company, Chi- 
cago, maker of Ace Lotionized Brush- 


jless Shaving Cream and Ace Lotion- 
jized Rich Lather Shaving Cream. A 


schedule in California newspapers 


‘started March 15. 


, 


When one magazine 


/ 4] out of a dozen serving 
: the same field has more 
exclusive accounts than 

PRICE 


all others put together... 


pot 4 


205 E. 42nd St., New York City. 333 No. Michigan Ave., Chicago 


THE NATIONAL BREWERY MAGAZINE 
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March 17, 1934 ADVERTISING AGE 11 
Jackson Appoints Now 18 Million [°° com", preceding | Pitkin Makes Change 
r Wm. H. Jackson Company, Bail tere Line ap Fo age nl 4 4 wd Maxwell I. Pitkin, for many years 
York, importer and manufacturer of | Radio E i d = ae ee —,. ___ | Vice-president and director of copy of 
garden furniture, mantels, andirons | 10- qu ppe tal of 724,000 automobile sets were \the George Harrison Phelps Agency 
and fireplace accessories, has ap- e sold last year, compared with 143,000|jn Detroit and more recently with 
pointed Kimball, Hubbard & Powel, Homes, Is Claim the year before. /Maxon, Ine., has joined the copy es 
Inc., New York. Almost two-thirds of all sets sold|staff of Erwin, Wasey & Co. in New =e 
—_— during 1933 were midgets, according | York. * 
ARE SPONSORED Shoe Firm Picks Maxon New York, March 15.—At the be-|to the study, 2,226,000 of this type be-| ——ae 
Cammeyer, New York, shoes, has ginning of 1934 there were 17,950,000| ing sold. Console sets accounted for Jones to Film Firm ; : 
appointed the New York office of | radio-equipped homes in the United | 856,000 units. — Beverly Jones, motion picture di- 
Maxon, Inc. Newspapers and metro- | States, according to a tabulation just Of the sets sold in 1933, 65 per cent pectoy and editor, formerly associ- 
Chicago, March 15.—The quest for) politan editions of class magazines | released by Radio Retailing and the| went into homes which were already ated with Fox, Pathe and Paramount, 
the unusual in radio has led two Chi-| will be used. | Columbia Broadcasting System. 


|equipped with radio, the study indi-| has joined the plan department of 
| According to the Radio Retailing, | cated. |; Advertising Film Associates, Ine., 
| 3,806,000 sets, worth approximately | —_—__—__—_— |New York. 

| $130,800,000 at retail, were sold dur-! Daniels Replaces Israel . ar rE 

ing 1933, an increase of 45.3 per cent | George 8. Daniels has been named Elliott Joins Agency 


in set sales over 1932. sales promotion manager of Buick) Clinton Elliott has joined Berming- 
The type of set which had the larg-| Motor Company, succeeding R. H. | ham, Castleman & Pierce, Inc., New 


cago advertisers to widely diverse, 
but equally interesting programs. | 
— ~~ vag 0 gy ragged Hirshon, Garfield & deGarmo, Inc., 
series to ee oS : ogee © | New York, has been appointed to | 
the Western Company will bring to| handle advertising for Excelsior Dis- | 


life a fictitious hero of the past,| tillers Corporation, Inc., New York. | 
Frank Merriwell. 


Distiller Picks Agency 


The Ruth broadcasts will start 
April 16, the National Broadcasting 
Company picking him up in any 
American League city in which the 
Babe happens to be hitting homers. 
He will take the air Mondays, 
Wednesdays and Fridays at 7:45, pro- 
viding a thrill both for the children 
and their parents. The program is 
being arranged by Fletcher & Ellis, 
New York. 

Frank Merriwell was a sterling col- 
lege athlete of thirty years ago, when 
his adventures were portrayed in 
paper-back pamphlets which sold for 
five cents. Burt L. Standish wrote 
an amazing number of Frank Merri- 
well yarns before he decided there 
was nothing more to be said. 

The Merriwell legend has had a 
marked revival recently, Street & 
Smith publishing his adventures in 
book form at the rate of one a week 
and finding that the younger genera- 
tion is as avid for them as were its 
daddies. 


Audience Ready-Made 


Kenneth Laird, advertising mana- 
ger for the Western Company, also 
pointed out that Frank Merriwell is 
being syndicated in a large number 
of newspapers, which also has helped 
build up interest in the character. 
Mr. Laird believes that the audience 
for this series is ready-made. 

The Merriwell program will run on 
NBC’s red network from Cleveland 
to the east and there is no Chicago 
outlet, though the programs will 
originate here. To alleviate disap- 
pointment of others, Mr. Laird prom- 
ised that the programs will be made 
available on records. J. Walter 
Thompson Company is arranging the 
program, now being in the throes of 
selecting the radio star who is to 
play the manly Merriwell. 


30 Stations 
In New Coast 
News Bureau 


San Francisco, Cal., March 15.— 
Thirty radio stations are reported to 
have contracted for the news service 
provided by the new Radio News As- 
sociation, created by Guy Earle, Jr., 
of KNX, Los Angeles and former 
publisher of the Los Angeles Express. 

This service will be sponsored by 
advertisers in many cases, in con- 
trast with that provided by the Press- 
Radio Bureau of the Publishers’ Na- 
tional Radio Committee. About 125 
Stations are using this service, con- 
sisting of two daily five-minute broad- 
Casts of outstanding news which is 
hot to be sponsored. 

Meanwhile, the Yankee network is 
Providing independent news service 
to affiliated New England stations. 

Stations taking the new service of 
the Radio News Association include 
KJBS, San Francisco; KFI, Los 
Angeles; KSTP, St. Paul, and others 
of Seattle and Spokane. 

All subscribing stations are con- 
hected by teletype. 


Three Join Staff of 
Ross-Gould, St. Louis 


Ross-Gould Company, St. Louis 
advertising agency, has appointed 
three new officers. 

Harry Meyer and Daniel A. Rue- 
©!, former presidents of the Adver- 
“sing Club of St. Louis, have been 
hamed as vice-presidents of the com- 
any. and Herbert M. Ross will act 
aS treasurer, 


| 2 2 s = 
Eastern newspapers will be used. |}est relative increase in sales last | Israel, resigned. 


| York agency, as vice-president. 


IF YOUR BRAKES ARE LINED WITH 


HORSEPOWER! Streamlines! 
Speed! The talk of the shows! 
What does this spell in SAFETY? 
More accidents, more fatalities, 
higher insurance rates? 
Not if your brakes are RIGHT. 
And RIGHT means RAYBESTOS. 
(That’s why the majority of all 
new cars are RAYBESTOS-MANHAT- 
TAN equipped. ) 
RAYBESTOS’ leadership is main- 
tained by ‘‘Selling the SELLER!” 
RAYBESTOS brake lining is the 


finest product of its kind in the 


CASTLE 


FILMS 


world, (Proof: Preferred by car 
makers, service men and car own- 
ers.) Obviously the sales and mer- 
chandising effort behind RAYBES- 
TOS was as efficient as it was pos- 
sible for any one to have. Yet with 
such leadership in product, promo- 
tion and results, there was still one 
“missing human link”—‘“‘one for- 
gotten man”’—‘“‘the point-of-sale 
salesman”: The garage service man. 

Castle Films, with twenty years 
of successful business film experi- 


ence, provided that “missing human 


Wrigley Building 
Chicago 


R. C. A. Building 
Rockefeller Centre, New York City 


link” for RAYBESTOS. The Castle 
picture, ““BREAKING IN ON BRAKE 
PROSPERITY,” produced three years 
ago, has been working ever since its 
release. Think of it—an advertising 
and sales presentation that has been 
paying dividends continuously on 
one moderate investment made 
three years ago! 

What television may provide in 
years to come, CASTLE FILMS give 
you NOW! Action! Music! Drama! 


Talk! 


—to dealers everywhere! 


On one sereen or thousands 


PRODUCERS—DISTRIBUTORS—EXHIBITORS OF 
BUSINESS MOTION PICTURES 


Claus Spreckels Building 
San Francisco 
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Atlantic City 
Out to Regain 
Resort Laurels 


Atlantic City, N. J., March 14.— 
This seashore resort will spend mu- 
nicipal funds, for the first time in 
years, in a 1934 advertising and pub- 
licity campaign to win back its pre- 
mier place as the “World’s Play- 
ground.” 

City commissioners have re-opened 
the budget and inserted a $56,000 
promotion appropriation. Final read- 
ing and vote await a meeting March 
22 after Mayor Harry Bacharach re- 
turns from a vacation cruise, but ap- 
proval is considered certain. 

Dorland Advertising Agency of this 
city is to place $44,000 of the money 
in straight resort advertising. The 
$12,000 balance is to be used under 
direction of a volunteer, unpaid, 
press commission for a publicity cam- 
paign. 


Enlarges Appropriation 

Advertising appropriations for 1934 
for subsidiaries of Vadsco Sales Cor- 
poration, New York, are more than 
double those of last year, and the 
company plans to spend about 80 per 
cent in newspapers. 


pee 


ADVERTISING 
IN MAGAZINES 
CONTINUES UP 


Chicago, March 15. — Advertising 
lineage in national magazines, on the 
upward trend for several months, 
again showed a healthy gain over the 
preceding year in March, lineage fig- 
ures just released by The Advertising 
Record Company, Inc., indicate. 

For the 84 magazines whose adver- 
tising lineage was measured in March 
of 1934 and 1933, the gain for last 
month was 69,785 lines. The total 
lineage carried by these 84 publica- 
tions in March 1934 was 1,224,148, 
compared with 1,054,363 in the same 
month last year. This is a gain of 
approximately seven per cent. 

Only one of the groups into which 
the magazines are divided failed to 
show a comparative gain in March 
lineage. This was the standard 
group, which carried 45,418 lines in 
March last year, and 44,393 lines this 
year. 

In the general group, 38 publica- 
tions carried 413,547 lines last year, 


and 506,992 lines this year; 22 wo-| 


men’s magazines carried 499,649 lines 
in 1933 and 553,208 lines in 1934; the 
eight outdoor publications measured 
carried 48,110 lines last year and 61,- 
060 lines this year; and the ten mail 
order publications boosted their line- 
age from 47,639 in 1933 to 58,495 in 
1934. 

On the basis of February lineage 
figures, the ten weeklies and semi- 
weeklies measured by The Advertis- 
ing Record Company, Inc., showed an 
even larger increase over 1933 figures, 
jumping from 410,570 lines in Feb- 
ruary 1933 to 488,684 lines in 1934. 

This is an increase of 78,114 lines, 
or slightly more than 19 per cent. 


Lew Hagerman Joins 
Beecher Advertising 


Lew Hagerman, resigned as pro- 
gram director of World Broadcasting 
System, has joined the Beecher Ad- 
vertising Company, St. Louis, Mo. 

Mr. Hagerman has been associated 
with the Chicago Evening Post Radio 
Magazine, and was at one time editor 
of Everybody’s Radio Magazine, and 
vice-president of Auspitz-Lee-Harvey, 
Chicago agency. 


Ad Club Plans Dinner 


The Advertising Club of Newark, 
N. J., has set April 19 as the date 
for its annual dinner at the Progress 
Club. 


They A 


Are Still the 


Same People 


whether you write or talk to them 


HEN advertising changes its approach from 
the eye to the ear, many alterations are nec- 
essary —but the basic fundamentals remain. People 
are people, no matter what medium you employ 


to reach them. 


In many ways, however, it is more difficult to 
build a radio program that will show definite, trace- 
able results than it is to prepare a campaign for 


publications. 


No short cuts to success 


a decided upturn after only 60 days! A year ago, 
this manufacturer used an especially attractive 
deal to bolster sales in an otherwise dull season. 
This year, without any deal, sales have been equiv- 


alent to the high-water mark set 12 months ago. 


Another grocery product’s only advertising has 
been a daily program for two years, and it has 
maintained its position better than any other 


brand in its field. In spite of adverse conditions, 


Merely devising an elaborate and costly enter- 


tainment is not enough, as many have sorrowfully 
discovered. Merely transplanting a Big Name, a 
famous star, from Broadway to the microphone 


will not in itself do the trick. 


The same essentials that make printed advertis- 
ing successful must be present in a result-getting 
program for the air. Salesmanship for the ear can 
be no less adroit than salesmanship for the eye. 


Some of the most productive advertising this 
agency has prepared has been devised for radio. 


Tested results 


Preliminary testing for one of our clients showed a 
substantial sales increase the very first month. As a 
result the program has been placed recently on ana- 
tion-wide hook-up, and is already showing returns. 


A drug store product doubled sales during a test- 
ing period of three months, and is now expanding 
its use of radio, getting surprising results. 


A food product, using a national hook-up, showed 


other medium. 


several clients 


sales are off only a fraction, while competitors are 


as much as 30% and 40% behind. 


Other sales increases 


One manufacturer reports a sales increase of 
more than 25% after only six weeks of radio. And 
a household specialty 
that has been seriously impaired by the depression 
—enjoys better results from radio than from any 


member of an industry 


In the automotive and kindred fields, as well, 


have attained traceable sales far 


beyond their expectations. 


The answer? Simply that every advertisement— 


whether splashed in printers’ ink in a national 
magazine, or spoken by an announcer into a micro- 
phone, must contain the essentials that engage 
attention, make people buy. The same basic funda- 
mentals are involved. Rarely will copy that fails 
in other media produce unusual results over the air. 


We should like to tell you more about our slant 
on radio—a slant the correctness of which is 
proved in the only way that counts—sales. 


RUTHRAUFF @& RYAN, Inc. 


NEW YORK - 


CHICAGO 


Advertising 


ST. LOUIS - 


DETROIT 


MARCH ADVERTISING LINEAGE IN MAGAZINES A 


1933 1934 
Standard: 
American Mercury .... 3,222 2,780 
Atlantic Monthly ..... 6,970 7,155 
Current History ...... 3,308 3,465 
Forum and Century .. 5,116 4,690 
Geisen BOGE sccvaceses 2,277 3,256 
Harper’s Magazine .... 8,680 9,507 
Review of Reviews ... 7,824 7,216 
yg er ee 8,021 6,324 
Total STOUD sdcivacie 45,418 44,393 
General: 
I, og da eninsa 21,175 20,817 
American Boy ........ 4,444 6,174 
American Golfer ...... 6,843 7,895 
American Home ...... 9,048 10,792 
Arts and Decoration 7,813 8,960 
ee aoa es ee ae a ees 2,418 2,844 
Better Homes & Gardens 15,015 16,683 
Se ED: aa cneeeen ces 5,559 5,953 
oe ee er 3,971 4,734 
Christian Herald ..... 12,297 9,104 
Cosmopolitan ......... 23,884 21,581 
COME TATA. cisco vaves 13,979 21,056 
PE cc ce hon oka Ou S coca ee 
POTGERO cesses errr 28,914 64,464 
Graduate Group ...... 2,502 2,429 
Home & VPield ...ccccs 10,064 21,148 
House & Garden ...... 20,782 30,417 
COG Gace nekes see 18,272 10,746 
CE  cipeeeewabar «vine 4,244 5,266 
I ta a a vate 5,713 9,061 
Modern Mechanix ..... 7,911 10,481 
Motion Picture Unit ... 11,786 12,645 
National Geographic 6,699 8,057 
Nation’s Business .. 14,953 18,543 
Open Road for Boys... 5,834 3,651 
PUNE ccaevesacess 16,176 13,379 
Physical Culture ...... 11,417 11,547 
Popular Mechanics .... 14,198 13,051 
Popular Science Monthly 10,835 14,598 
PPPS re Pee 16,440 13,633 
Scientific American 2,331 2,735 
eee 9,116 9,928 
Ee eee rrr 9,658 
Silver Screen ......... 7,799 9,842 
BHOPtHMAN occ cvcccvess 11,567 17,423 
A nr eyes tee ee 18,169 22,617 
Co. eh are 5,735 7,236 
True Detective Mysteries 2,174 2,850 
True Romances ....... 7,019 9,485 
Weer POM 44666 600i8 16,451 25,167 
Total SOUP ...c6ssi 413,547 528,410 
1933 1934 
Women’s: 
pe eee 35,801 28,732 
Farmer’s Wife ........ 10,627 12,937 
Good Housekeeping ... 47,415 50,343 
Harper’s Bazaar ...... 52,605 67,449 
PIGUGRE SH iocsess osenss Olek ZEEE 
po rarer 4,637 8,065 
Household Magazine .. 12,722 12,733 
Junior League Magazine 5,072 5,149 
Ladies’ Home Journal.. 52,347 48,625 


1933 1924 
p 7 ee re 49,590 51.425 
Modern Magazines 10,682 14,489 
Needlecraft ........-+- 5,288 5,964 
Parents’ Magazine .... 16,540 15.70% 
Pictorial Review ..... 20,618 20,048 
Boreen BOOK ccccccccve 5,328 8.316 
Screen Play ........-+- 5,105 = 8,529 
Tower Magazines ..... 15,468 12 s%% 
True Confessions ..... 6,236 9.057 
True Story .ccccceoes:s 22,376 24.479 
Wy -20ceupewnceweds 6 57,519 &¢ § 
Woman's Home Com- 
DANION cccvcccsccese 46,207 44.046 
Woman's World ....... 7,775 6.924 
WStal SHOES 2 occccess 499,649 553.208 
Outdoor: 
Field and Stream ..... 10,229 11.524 
Fur-Fish-Game ....... 5,230 t ] 
Hunter-Trader-Trapper 5,221 5.799 
Hunting and Fishing... 5,236 7.290 
National Sportsman ... 6,446 7.499 
Outdoors ...... Tee ree eT 3,127 80 
Outdoor Life ......... 6,960 1,520 
Sports Afield ......... 5,661 6,91] 
Total group ........ 48,119 61,960 
Mail Order: 
Comfort .«cces cove 7,638 8,133 
Good Stories ........-. 4,952 5.569 
a () MET ETO UTTTL CTE 15,047 20.708 
Home Cirele .ccccvcsss 2.355 { 
Home Friend ......... 2,325 93 
Household Management 
SOUrNAl ..cccse re 2,398 2,188 
Illustrated Mechanics.. 1,870 2.172 
DEORE bods reeves s cee 1,749 1,978 
Mother’s-Home Life ... Pe 4,435 
PPathAnder ..ccevececeos 7,842 8,959 
Sovereign Visitor ..... 1,463 1,901 
TPotal MPOUM <cccevas 47,639 62,930 
*February figures. 
February Lineage 
1933 19 
Weeklies and *Semi- 
Monthlies: 
American Weekly .... 61,065 50,899 
Business Week ...... o- 12,923 19,535 
ei gg ere ‘ 48,169 58,743 
SHOTOON 2scscsecr sconce O006 9,390 
TAUGEED ccccccscee cocee 22,044 33,333 
Literary Digest ....... 29,691 28,802 
Now Yorker ..ccscecce 67,381 82,852 
Saturday Evening Post.105,363 120,720 
oo er ee a errs 47,261 70,248 
*Town & Country ..... 19,609 24,282 
Total BIOUM: «6005004 410,570 488,684 
—National Advertising Records, Pub- 
lished by The Advertising Ree- 
ord Company, Inc. 


DR. J. W. HAYES, 
RESEARCH HEAD, 
DIES SUDDENLY 


New York, March 15.—Dr. Joseph 
W. Hayes, director of research of the 
Crowell Publishing Company and 
widely known outside the publishing 
field as a psychologist and lecturer, 
died suddenly March 11 at his home 
here. He was 54 and had been ill 
with heart disease for about a year. 

Dr. Hayes joined the publishing 
company in 1921, and has since be- 
come known to advertising men 
throughout the country as editor of 
“National Markets and National Ad- 
vertising,” a reference work, issued 
annually, which furnishes a_ geo- 
graphic breakdown of incomes. While 
with the publishing firm, Dr. Hayes 
was also retained by a number of 
leading national advertisers as con- 
sultant on research. Among others 
served in this capacity were Gen- 
eral Motors, General Electric, Gen- 
eral Foods, Squibb 
Brothers. 

Frequent appearances as a speaker 
on subjects relating to market re- 
search and advertising gave Dr. 
Hayes a wide acquaintance in adver- 
tising circles. His last address was 
delivered March 8 to the meeting of 
the National Dairy Association in 
Washington. 

Graduating from Amherst College 
in 1903, Dr. Hayes enrolled for post- 
graduate work at the University of 
Chicago, where he received his Ph.D. 
degree in 1910 for research in ap- 
plied psychology. He remained at 
the university as assistant professor 
of psychology. 

He resigned from the teaching 
staff in 1917 to accept a major’s com- 
mission in the army, serving as chief 
psychological examiner at Camps Up- 
ton, Dix and Humphries. 

From the close of the war to the 
time of entering the publishing field, 
Dr. Hayes was a partner with Walter 
Dill Scott, president of Northwestern 
University, in the Walter Dill Scott 


and Lever | 


|Company, industrial engineers. The 
| firm’s commissions included studies in 
management for such companies as 
Swift & Co., Armour, Goodyear Tire, 
Delco Light and Lever Brothers. 

Having an inventive and mechan- 
ical turn of mind, Dr. Hayes found 
recreation in collecting mechanical 
toys and “gadgets.” He was particu- 
larly interested in home appliances, 
and, for his own amusement, in- 
vented a number himself, including 
devices to turn off alarm clocks with- 
out getting out of bed and to turn 
off radios without moving from a 
chair. 

He was a member of the executive 
committee of the Market Research 
Council, and a member of the Amer- 
ican Management Association and 
the American Marketing Society. He 
also belonged to the Amherst and 
Western University Clubs and to 
Alpha Delta Phi. 


Has Golf Tournament 


The Advertising Golf Association 
of San Francisco held its opening 
tournament of the year Thursday at 
Orinda Country Club. 


ADVERTISING MEN 


bound for | 


NEW YORK 


OU’LL have a friendly wel- 
come at the Piccadilly—one | 
of New York’s newest hotels— } 
a comfortable room and bath | 
for as little as $2.50 the day. 


@ Meet your friends in the 
SILVER LINING, Cocktail 
Room . . dance to Dick Mess- | 
ner’s Orchestra . . enjoy deli- 
cious food in the Georgian 
Room, at moderate cost. 


@ Business and pleasure choose 
the Piccadilly . . convenient to 
the advertising center, to the- 
atres and amusements . . a few 
steps from quick transportation } 
to every corner of the towt.. 


HOTEL PICCADILLY 
| 


William Madlung, Mng. Director 
227 WEST 45TH STREET, NEW YORK 
Now under Arthur Lee Direction 
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ripe to capitalize on those various fa- 
vorable circumstances.” 

The problem that confronted the 
agency, Lord & Thomas, in preparing 
this campaign was to devise a type of 


10 TELL CHARMS advertising that would have the 
qualities of individuality, distinction, 
and character; and still permit the 

OF OLD MEXICO company to recount a story that 
necessarily requires a good deal of 


Southern Pacific Starts | 
Magazine Drives 


Format Is Distinctive 

The agency decided that in the 
full-page general campaign the most 
‘onvenient and striking way of re- 
lating all the selling points of the 
Southern Pacific story was to select a 

San Francisco, Cal., March 15.—| distinctive typeface and tell the story 
The Southern Pacific Railroad Com-| at a length worthy of the subject 
pany this week released a major mag-}| matter. The copy avoids monotony 
azine advertising campaign, marking| by the use of distinctive paragraph 
the railroad’s re-entry into the ranks | - =e 
of prominent advertisers after a 
lapse of three years. 

The campaign is divided into two 
parts, the first devoted to the gen- | 


Initial magazine copy in the new 
"general" campaign of Southern 
Pacific railroad. 


eral travel story of the railroad, and 
calling for the use of full pages in 
such magazines as Collier’s, Literary 
Digest, News-Week, Saturday Eve- 
ning Post, Time, and various teach- 
ers’ magazines. 

Smaller space, usually one-third or 
one-half page, is used in the second 
phase of the campaign, which is de- 
voted entirely to Mexican travel. 
Such publications as American | 
Weekly, Atlantic Monthly, Harper’s, 
Liberty, Literary Digest, National 
treographic, Scribner’s, Time, Travel, 
Vanity Fair and Vogue are included 
on this schedule. In all, eleven pub- 
lications are being used for the gen- 
eral campaign, and 16 for the Mex: | 
ican drive. 


Business Getting Better 


The company decided on an agres- | 
sive policy for this year because of | 
“Indications of improved travel con- 
ditions throughout the country this 
year,” according F. Q. Tredway, ad- 
Yertising manager. ‘We don't know | 
the precise source of this increased | 
tavel business. It may be that those | 
people who have money have simply | 
become tired of not spending it. An-| 
ther interesting theory that I have 
heard expressed is that out of every 
“epression a new class of wealth has 
‘een created. While we are not yet 
‘ar enough along to have this group 
‘Tystalized into a class, as such, it 
‘fords an interesting speculation as 
‘0 Whether or not our increased pas- 
‘elger traffic is not due to some such 
Novement as this. 

“Our decision to capitalize on our 
lexican transportation facilities was 
“otivated by a pronounced interest | 
the part of the American public | 
Our nearest southern neighbor,” 
Tredway declared. “This trend 
of course, not been hampered by | 
‘Mavorable conditions abroad. The | 
Mospects of an unsettled political | 
combined with a less favorable | 
exchange do indicate that 
Opean travel will not appeal to| 
‘ny people this year as formerly. | 
urthermore the Mexican influ- | 
“ein the United States has been 
such an extent that it is even 
“wWencing styles. Mexico has not) 
“‘ learned the art of mulcting the | 
“Merican tourist and living condi-| 
‘Us are inexpensive. Southern Pa- | 
nereased service into the coun-! 

uld seem to make the time 


NATIONAL 


heads, superimposed on quaint vig- 
nettes and line drawings. 

In contrast to the usual railroad 
advertising which employs large il- 
lustrations and a few words of copy, 
the Southern Pacific series goes to 
the opposite extreme, using a gener- 
ous amount of copy with plenty of 
illustration of the smaller, lighter 
type. Although the campaign would 
lend itself well to the use of the 
more accepted illustrated travel copy, 
the numerous selling points require 
so much space that the only color in 
the campaign occurs in the use of 
posters at railroad stations and 
ticket agents’ offices. 

The general campaign will run un- 
til June; the Mexican campaign until 
fall, when the general campaign will 
again be resumed. In May and June 


the magazine advertising will be 
backed up in the east by the use of 
a substantial list of newspapers. Dur- 
ing the summer months the cam- 
paign conducted on the Pacific coast 
will re-enforce the magazine advertis- 
ing with a newspaper campaign fea- 
turing the re-opening of the world’s 
fair at Chicago. 


Has Annual Benefit 
The Annual Benefit Card Party of 
the Women’s Advertising Club of 
Chicago will be held Saturday, April 
7, in the Gold Coast room of the 
Drake hotel. 


Ide Appoints Kay 
Kay Directed Advertising has been 
appointed by Ide Distributing Com- 
pany, Oakland, Cal., to handle adver- 


Russell B. Williams 


Joins Chicago Agency 
Russell B. Williams has joined the 
staff of Reincke-Ellis-Younggreen & 
Finn, Chicago, in charge of the radio 
department. 

Mr. Williams was in charge of the 
radio department of this agency sev- 
eral years ago, when it was known as 
Reincke-Ellis. He has since been 
with Erwin, Wasey & Co., Chicago, in 
the same capacity. 


Advertising Club Starts 


The Birmingham Advertising Club 
has been organized, with 28 mem- 
bers. Officers are Morton Simpson, 
advertising manager, Loveman, Jo- 
seph & Loeb, president; Harry Douce, 
Silver & Douce, Inc., vice-president; 
and J. D. Dukes, Sparrow Advertis- 


tising of Hawaiian Avocado. ing Agency, secretary. 
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HA] Vining ones Treas sng, 
MSE a tims re . _ ® ; 
L NATIONAL Grote? BY tig a He finds 7 er sil ian 
NUBBARD . "3 APHIC SOCiE Ty 
WASHIN RM HALLE men who have themselves challenged 


and explored every avenue of this amaz- 
ing magazine. He finds men who know 
the ground and who waste no time in 
leading the way to broader advertising 
vistas and to peaks from which, with 
his own eyes, he may view new facts. 
He finds experienced advertising men, 
selling by logic and not stampede, inter- 
preting the value of their magazine in 
the specific terms of the products adver- 


tised .. . He discovers competent guides. 


Explore with the Geographic represen- 
tatives this thrilling publishing adven- 
ture. Let them guide you to facts that 


may seem incredible but that still re- 


main facts. Let them show you how the astonishing success 


of the National Geographic can be reflected for you through 


its advertising pages . . . They have explored this magazine. 


They can 


National 


authenticate any statements made about it. . . The 


Geographic Magazine deserves your immediate, your 


critical, consideration. 


GEOGRAPHIC MAGAZINE © Washington, D. C. 
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Proving that advertisers are quick 
to see today’s sales opportunity 
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There’s a trend to “Factory”—an 
upward surge of advertising and 
sales activity that reflects a growing 
realization that industry is going 
places. 


Textile World's first quarter 
is far ahead of a year ago 


The first three months of 1934 reg- 
ister a 77-page gain in advertising 
space for Textile World compared 
with the first quarter of 1933. In 
this period 34 new advertisers con- 
tracted for 207 pages in 1934; 12 
regular advertisers increased their 
schedules by 71 pages. Incidentally, 
every issue of Textile World since 
the bank holiday has been a healthy 
one. The average volume per issue 
in 1933 was 110 pages, an unusual 
accomplishment. 


New activity in metal-manufacturing 
industries reflected here 


American Machinist, leading 
publication of the metal-work- 
ing industry, shows advertising 
gains that indicate increased 
activity in one of the country’s 
major industries. The first six 
issues of 1934 record an increase 
of nearly 14% over the same 
issues of 1933. In this first 
quarter 31 new advertisers ap- 
peared in the book; 11 regular 
advertisers increased their space. 


BOSTON . 


Bus Transportation 
Business Week 


February and March show 
18% increase over 1933 


The February and March issues of 
Power this year carried 215 adver- 
tising pages—a gain of 33 pages, or 
approximately 18% over the two 
corresponding issues of 1933. April, 
1934, issue has already booked 20% 
more space than April, 1933, and it 
is estimated that the final gain will 
be at least 35%. This increased space 
comes from 36 advertisers who have 
never been in Power or have not 
advertised for a period of years. 
More products and services adver- 
tised—more space used—a larger 
number of advertisers— more agency- 
placed space—than in any other 
publication in its field. 


Electrical industry upturn 
capitalized by advertisers 
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Electrical World, leading pub- 
lication of the electrical in- 
dustry, reflects the stepped-up 
activity in its field in showing 
a 60% increase in advertising 
space in March issues compared 
with a year ago. In the first 
quarter of 1934 there has been 
a 25% increase in advertising 
pages. Editorial pages have also 
been added to further serve this 
great industry. 


New product development 
brings new advertising activity 


PRODUCT 


PHILADELPHIA 


Coal Age 


WASHINGTON 


Chemical and Metallurgical Engineering 
Construction Methods 


The January, February and 
March, 1934, issues of Product 
Engineering show an encourag- 
ing improvement over 1933. 
The average space per issue this 
year is running over 13% higher 
than the average per issue of 
last year. In these three months 
10 new advertisers began using 
space on 1934 contracts in ad- 
dition to increased schedules 
from regular advertisers. 


GREENVILLE 


Electrical Merchandising 
Electrical West 
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25 former advertisers, out of 
“Chem & Met” for from one 
to five years, have signed up for 
186 pages of advertising in 
1934. 18 new advertisers, sched- 
uled to run 121 pages, appeared 
= in January, February and March 
3 issues. This explains why be = » 
“Chem & Met’s” ya quarter Are they getting the Jump Ofr. you . 
is 35% ahead of a year ago— 
a space gain of 72 pages. 
“No general or permanent recovery from depression until the capital 


goods or heavy industries begin to move”, the economists have been saying. 


And here’s an unofficial, but sensitive barometer which says they are moving. 
Moving definitely and substantially — upward! The advertising pages in 
business and industrial publications tell the tale. 


Food Industries shows sustained 
increases in each of its 1934 
issues. Compared with the same ; ; ; ‘ ; . = 
In this, as in past periods of depression, industrial advertising was slow to 


fall off as the business tide ebbed, and slow to resume when the flood 
tide of recovery started to rise. But the rise, once started, is always 
clearly reflected in the use of industrial publications. 


issues of a year ago January, 
1934, was 19% ahead in ad- 
vertising space, 13% ahead in 
number of advertisers; Febru- 
ary was 29% and 21% ahead of 
a year ago; March was 26.6% 
and 15.5% ahead respectively. 


int: alt ieee aieadiiiaes ane The current pick-up in industrial advertising is therefore encouraging. 


— new comers to Food Industries. Encouraging to us, and to business generally. It means that the revival 
of the capital goods industries is under way. Wheels are turning again. 
Depleted inventories of raw materials and supplies are being replenished. 
ertisi Orders are being placed for new machinery, for modern equipment to 
-up I replace that which has become obsolete. 


The issues of Engineerin . : ‘ , 
& 8 As specific evidence of all this, we submit here some factual data on the 


showing made by McGraw-Hill Publications in the first months of 1934. 
These nine are perhaps the most interesting examples, but all have shared 
in both advertising and circulation gains. More and more companies are 
advertising in these journals. 


News-Record in the first quar- 
ter of 1934 will show a 50-page 
gain over the first quarter of 
1933. In this period 35 new 
advertisers have started sched- 
ules for the year while 17 reg- 
ular advertisers have increased 


their space. These advertisers Is your Company numbered in the list of those that are going out after 


business in the industrial market? Are you stepping-up your sales efforts? 
Are you backing your sales staff with forceful and adequate advertising in ; 
business and industrial papers? 


are betting on an active year 
of construction. 


° * DETROIT . CHICAGO ° ST. LOUIS ° SAN FRANCISCO . LOS ANGELES ° MONTREAL ° LONDON 


J Engineering and Mining Journal Factory Management and Maintenance Metal & Mineral Markets Product Engineering Textile World 
F Engineering News-Record Food Industries Power Radio Retailing Transit Journal 
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ADVERTISING AGE 


March 17, 1934 


A.F.A. Not to 
Fight Newest 
Copeland Bill 


New York, March 12.—Since the 
latest revised food and drug bill (S. 
2800) “seems to meet all the objec- 
tions which were made to the origi- 
nal bill on behalf of the Advertising 
Federation of America, the Feder- 
ation can no longer consistently op- 
pose the passage of the new food and 
drug bill in its latest revised form,” 
an association bulletin issued Satur- 
day declares. 

The Federation’s decision to no 
longer oppose the bill “does not im- 
ply unqualified endorsement of the 
bill,” the bulletin pointed out. 

The bulletin declares that the Fed- 
eration is concerned only with the 
advertising phases of the bill, and 
recalls that on April 24, 1933, the 
board of directors of the Federation 
passed a resolution stating that the 
Federation is in sympathy with the 
strengthening of the existing food 
and drug act, and outlining a num- 
ber of points which the Federation 
held should be guarded against in 
the framing of such legislation. 

These points having been substan- 
tially met in the latest draft, the 


course of the Federation is clearly 
set, the release says. 

“Aside from the advertising provi- 
sions,” the release goes on, “there 
may be features in the bill which are 
unjust or unwise but the Advertising 
Federation does not consider it 


within its province to pass upon 
them. 
“In fact, even those provisions 


which deal with advertising are far 
from perfect, but it appears they will 
work out in a reasonably satisfac- 
tory manner since it must be as- 
sumed that the law enforcement 
agencies will be intelligent and just.” 


Spanish Distiller 


Names Erwin, Wasey 


Pedro Domecq and Cia, Jerez, 
Spain, have appointed Erwin, Wasey 
& Co., New York, to direct United 
States advertising. 

The company, founded in _ 1730, 
claims to have the oldest stock of 
sherries in the world and also dis- 
tills the famous Fundador brandies. 


Benjamin’s New Work 


William HM. Benjamin has been ap- 
pointed director of advertising of Na- 
tional Farm News, Washington, D. C. 
He was formerly with N. W. Ayer & 
Son, Philadelphia, and Collins Arm- 
strong Company, and during the past 
few years has conducted his own ad- 
vertising business in Washington. 


r — — 


Printing and Adver- 
| tising Advisers 
| We assist in securing cata: 
| logue compilers, advertising 
men, editors, or proper 
agency service, and render 
any other assistance we can 
toward the promotion, prep- 
aration and printing ot 
catalogues and publications 


Catalogue and Publication 


Our SPECIALTIES 
(1) Catalogues 
(2) Booklets 
(3) Trade Papers 
| (4) Magazines 
| (5) House Organs 
(6) Price Lists 
(7) Also Printing 
| Such as Proceedings, Directories, 
Histories, Books and the like. Our 
complete Printing Equipment, all or 


any part of which is at your command, 
embraces: 


! TYPESETTING 
(Linotype, Monotype and Hand) 


PRESSWORK 


(The Usual, as well as Color 


BINDING 
(The Usual, also Machine Gathering, 
Covering and Wireless Binding) 


MAILING 
ELECTROTYPING 
ENGRAVING 
DESIGNING 
ART WORK 
If you want advertising service, plan- 
ning, illustrating, copy writing, and as- 
sistance or information of any sort in 


regard to your advertising and print- 
ing, we will be glad to assist or advise 
you. If desired, we mail your printed 
matter direct from Chicago—the cen- 
tral distributing point. 


Executives: 
LUTHER C. ROGERS, Chairman 


Board Directors 
| A. R. SCHULZ, Pres. and Genl. Mgr. 
W. E. FREELAND, Secretary and 


Treasurer 


Let Us Estimate on Your Next Printing 


The LARGE and the SMALL ORDERS 


One of the largest and most completely equipped 
printing plants in the United States 


Printers 


Artists : Engravers : Electrotypers 


Make a Printing Connection with a Specialist 
and a Large and Reliable Printing House 


Business Methods and Financial Standing the Highest. (Inquire of Credit Agencies and First National Bank, Chicago, Illinois) 


PROPER QUALITY 


Because of up-to-date equipment and best workmen 


QUICK DELIVERY 


Because of automatic machinery—day and night service 


RIGHT PRICE 


Because of superior facilities and efficient management 


Our large and growing business is because 
of satisfied customers, because of repeat 
orders. We are always pleased to give the 
names of a dozen or more of our customers 
to persons or firms contemplating placing 
printing orders with us. Don’t you owe it 
to yourself to find out what we can do 
for you? 


ee 


Garfinkel Agency 
Adds Two to Staff 


Sydney Garfinkel, Advertising, San 
Francisco, has moved to 153 Kearney 
St., taking larger space. The agency’s 
personnel has been enlarged with sev- 
eral new members in the art depart- 
ment. 

Leland Levinger has become a lim- 
ited partner and Hazel Hatch has 
been named production manager. 

The agency has been appointed by 
the El Rey Brewing Company, which 
will soon bring out two new packages 
to be announced in major newspaper 
space throughout California. 


Plans Club Party 


The annual party of the Women’s 
Advertising Club of Cleveland will 
be held in April with elections to 
follow in May. The club two weeks 
ago started a beginners’ school in ad- 
vertising with an enrollment of 60. 


W. W. Henderson Dies 


W. W. Henderson, who has heen 
space buyer for the Apollinaris Com- 
pany, and more recently was con- 
nected with Robert M. McMullen Ad- 
vertising Agency, died March 11 at 
his home in Westwood, N. J. 


No Liquor Copy 


A liquor control bill which has 
just been enacted into law in lowa 


prohibits general advertising of hard 


liquor. 


DAY and NIGHT 
Operation 


The best quality work 
handled by daylight | 


You will find upon investi- 
gation that we appreciate | 
catalogue and publication 
requirements and that our 
service meets all demands 


Use NEW TYPE for | 


Catalogues and | 
Advertisements 


We have a large battery of type cast- 
ing machines and with our system— 
having our own type foundry—we use 
the type once only, unless ordered held 
by customers for future editions. 


Clean Linotype 
and Monotype 
Faces 
We have a large number of linotype 
and monotype machines and they are 
in the hands of expert operators. We 


have the standard faces, and special 
| type faces will be furnished if desired. 


Good Presswork 


| presses—the usual, also color presses 
—and our pressmen and feeders are 
the best. 


(We Are Strong on Our Specialties) 


Printing Products Corporation 


| Telephone Wabash 3380—Local and Long Distance | 
| CATALOGUE AND PUBLICATION PRINTERS 
ARTISTS, ENGRAVERS, ELECTROTYPERS 
Polk and La Salle Streets, Chicago, Illinois 


Consulting with us about your printing 
problems and asking for estimates does not 
place you under any obligation whatever. 


Binding and 
Mailing Service 


| We have up-to-date gathering, stitch- 
| ing and covering machines; also do 
wireless binding. The facilities of our 
bindery and mailing departments are 
so large that we deliver to the post- 
office or customers as fast as the 


| 
We have a large number of up-to-date 
} 
} 
| 
| 
| 


Executives: 
HK. J. WHITCOMB, 

Vice President Publication Sales 
J. W. HUTCHINSON, 


ice President Catalogue Sales 


| 
| presses print. } 
. | 


Getting Personal 


As a romantic addendum to last week’s item on the addition to 
Jack McCarthy’s family, the aforementioned Nora McCarthy was dis- 
covered at Westchester’s United Hospitals blushing prettily under the 
admiring glances of a husky, 11-pound he-man-child in the next crib, 
who was later introduced as Lee, the new and third son of Dick Black- 
well, of BBDO. 


The Blackwell arrival started an epidemic of vital statistics at the 
Madison Avenue agency. The Bob Uhlis are announcing Donald Peter 
and the Ken Pauls are proud-parenting a boy. The stork has sent 
word to three more BBDO families that he will descend on their chim- 
neys some time next week, so look out for traffic to the elevators when 
you call at the agency. 


Leonard Dreyfus, president of the United Advertising Corporation, 
and the former Mrs. Alice Ransom Tipson will return from their Ber- 
muda honeymoon March 20 to an apartment at 440 Park. Ben 
Butler, idea man extraordinary, who is now selling space for Tower 
magazines, has invented a hair brush which is being tried out by a 
prominent manufacturer. 


C. A. Gardiner, art and advertising man at the General Printing 
Inks Corporation, is secretary of the Airedale Terrier Club of America, 
a well-known show judge and a regular contributor to American Ken- 
nel Gazette. For the benefit of outsiders he discourses interestingly 
on the theory that dogs are almost as vain as human beings. 


Harold McClinton, or any other Ayer man, takes pleasure in trans- 
lating the cryptic “B. A. I. S. 1869” on the Ayer emblem. It stands 
for, “Been At It Since 1869,” a motto originated by the agency’s 
founder. 


The Reese agency takes pride in its advertising-minded treasurer, 
J. Bruce Morford. Convalescing from a recent operation at Tom 
Reese’s apartment, his first order for reading matter included “AD- 
VERTISING AGE,” underscored. 


There is a Harold Lloyd at McCann-Erickson, not the Harold Lloyd, 
but a smart boy in his own right. Among the facts he tracks down 
are the exact results on all the keyed ads for Newspaper Institute of 


America. Try any strong-arm or sex-appeal stuff on Harold and see 
what happens. He'll show you black and white until your blood runs 
cold. . . | 


George Croynyn, hb. m. of Story, is the center of a literary stir 
caused by publication of his “Fool of Venus,” a tale of the troubadours 
with an Anthony Adverse-like appeal. However, George hasn’t written 
a line since he began chasing ads. (Some fun, eh kid!?!?). . . 


Sigmund Gottlober, president of the Advertising Guild of New 
York, runs the Stadium Concert Program as a sideline to his agency 
work L. E. Firth, v. p. of McCann-lErickson, is writing a book on 
copy testing and tracing, which will bring into focus all the existing 
points of view. . . 


Viola Ilma, ex-publisher of ex-Modern Youth Magazine, is trying € 
out her talents as associate editor of American Magazine —if you've t 
been wondering where she was. . . h 

\ 

Eddie Jones, advertising and promotion man at HBastern Air Trans- r 


port, is a man of some literary background, it appears. When dis- n 
covered nonchalantly eating minestrone in the rarified atmosphere of 

the Wednesday Culture Club, the exclusive, bookish group that drifts t 
together Fridays, he confessed to having been a member right f 
along. 


Jack Barows, manager of McCann-Erickson’s Denver office, makes 
a hobby of his pretty wife’s business. She has the city’s leading 
decorating shop, and Jack is always on the prowl for antiques to add 
to the stock. 


The unusual weather forecasting ability of J. O. Lashar, American C 
Chain Company a. m., supplied two columns of interesting reading in \ 
the March 5 issue of the New York Sun. No wonder Weed tire chain T 
copy is always timely. Carlton Davis, of B. B. D. O.’s Buffalo i 
office, is recovering his equilibrium after parting with his appendix. . 


G. M. Lewis, a. m. of Ballard & Ballard Company, Louisville, long 
an ardent hunter, is also one of the city’s leading trap shooters. 


Hobby horse riders will be allowed full play for their emotions in ns 
| anew hobby museum to be established in a 22-room residence on Chi- 
cago’s south side by O. C. Lightner, publisher of Hobbies. The 
late King Albert of Belgium was an honorary member of the San Fran- ls 
cisco Advertising Club. . . B 


Lou Hill, national a. m. of the Columbus Dispatch, has become a 
father after ten years of married life. Little Miss Hill arrived March 1} 
10. . . Arthur W. Winter of Evans-Winter-Hebb, Detroit printers, t] 
is taking lessons in sliding down a brass pipe. He has just been ap hi 
pointed to the Detroit board of fire commissioners. . . te 


Employes of the San Antonio Express and Evening News paid their A 
respects to Frank G. Huntress, president and general manager, Mon- 
day, in honor of his 50th anniversary with the organization. He was m 
presented with a chime clock. . . he 


Arthur A, Starin, sales promotion manager of Scholl Mfg. Company, 
Chicago, is one of the few advertising men who are just as good at 
winning contests as they are at starting them. He has just garnered th 
two contest awards in one month, one for selling cigars by mail in a 
Printed Salesmanship contest, the other by writing a winning classified 
advertising slogan for the Chicago Herald and Examiner. 


MASS PLAN ADVERTISING. i 


HOME-TO-HOME DISTAIBUTION OF ADVERTISING AND SAMPLES | in 


It is just as essential for an advertiser to dis- 
criminate in the selection of his Distributing 
Agency as it is to choose carefully in employ- 
ing an Advertising Agency. We invite the 
opportunity to prove why Big 4 should serve 
you in Chicago. 
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SPACE BUYERS 
ACT AS JUDGES 
IN COMPETITION 


Danville Team Picked as 
Best of Four 


Chicago, March 15.—Three agency 
space buyers, described as “the su- 
preme court of salesmanship,” were 
given a difficult task at the annual 
meeting of the Central States Cir- 
culation Managers’ Association here 
this week. 

With the aid of a newspaper rep- 
resentative, the space buyers served 
as jury in a carrier salesmanship 
demonstration in which four teams 
participated. With some diffidence, 
they centered on the two boys rep- 
resenting the Commercial-News, Dan- 
ville, Ill., as the winners. 

Another feature of the meeting was 
a brief address by Howard W. Stodg- 
hill, business manager of the Lowis- 
ville Courier-Journal and Times, on 
the child labor amendment to the 
constitution. 

Mr. Stodghill reported that the 
number of states which have rati- 
fied this amendment remains at 20, 
none having given it their sanction 
this year. He said the amendment 
grants congress sweeping powers, in- 
cluding the right to proscribe work 
by anyone under 18. 


Fears Biased Report 


Asserting that industrial codes 
have wiped out most of the evils 
aimed at by the amendment, Mr. 
Stodghill expressed the fear that the 
study on employment of juveniles in 
newspaper work which was de- 
manded by President Roosevelt may 
be made by interests hostile to the 
existing newspaper code. To support 
this theory, Mr. Stodghill exhibited a 
bulky volume, “Children in Street 
Work,” published by one of the bu- 
reaus of the United States Depart- 
ment of Labor. 

He said the testimony published in 
this volume included much which is 
foreign to the experience and prac- 
tices of almost every newspaper in 
the United States. 

The space buyers who served on 
ihe contest jury included E. Ross 
Gamble, Erwin, Wasey & Co.; Frank 
B. Avery, McJunkin Advertising 
Company, and Thomas W. Davis, 
Matteson - Fogarty - Jordan Company. 
The fourth judge was W. W. Ross, of 
Williams, Lawrence & Cresmer. 

The winning team was made of 
Louis Brant, 15, who acted as the 
prospect, and Richard Wood, 15, the 
salesman for the Danville Commer- 
cial-News. In spite of the fact that 
all of the contestants made fine 
showings, one of the judges said 
later that the awards to Masters 
Brant 
unanimous. 

The judges were impressed with 
‘he originality of the presentation, 
the knowledge of his publication ex- 
hibited by young Mr. Wood and the 
‘act with which he pressed his case. 
At the same time, they indicated, 
they felt that in no instance did the 
prospect struggle as hard as might 
he expected in real life. John Funk 
's circulation manager of the Dan- 
Ville paper. 

The winning team will represent 
‘he Central States Circulation Man- 
“fers’ Association at the national 

Mtest to be staged in New York 
‘Uring the convention of the Inter- 
National Cireulation Managers’ As- 
“OMlation, 

Other teams finished in the follow- 
'g order: Chronicle, DeKalb, IIL, 
Roy Highfield, circulation manager; 
‘entinel-News, Milwaukee, Wis., 
‘orge Moffett, circulation manager; 
Kegister-Republic-Star, Rockford, I11., 
Frank White, circulation manager. 

Jesse B. Birks, of the Review, De- 
“atur, IlL, presided at the salesman- 
‘hip demonstration. The judges were 
“scorted to the meeting by Henry C. 
lann, of Noee, Rothenburg & Jann, 
‘¢Wspaper representatives. 

Mr. Birks, who has been vice-presi- 


and Wood were practically | 


dent of the association, was elevated 
to the presidency. George Moffett, 
Sentinel-News, Milwaukee, was 
elected vice-president, and C. K. Jef- 


= 


ferson, Register and Tribune, Des 
Moines, was re-elected  secretary- 
treasurer. 


Names Goldman 
I. A. Goldman & Co., Baltimore, 
Md., have been appointed to handle 
advertising of the Minute Electric 
Ice Cream Freezer System, Washing- 
ton, D. C. 


Moore Joins Key 
Donald K. Moore, for eight years 
with the Campbell-Ewald Company, 
Detroit, and prior to that with the 
Traub Mfg. Company, has joined the 
Key Advertising Company, Cin- 
cinnati, as vice-president. 


enthusiasm. 
winter—is behind us. 
plans of 1934. 


peak. 


A-M in First 
International 
Sales Contest 


Cleveland, O., March 15.—Address- 
ograph-Multigraph Corporation has 


added new punch to the somewhat 
overworked idea of a sales contest by 
giving it an international flavor. In| 
the new international sales contest, | 
to run until July 1, the domestic| 
sales force will be pitted against for- | 
eign producers for the first time. 

The contest objective of the domes- | 
tic sales organization will be 68 per | 
cent of total world volume. Of this 
amount, 40 per cent is the quota of 


the Addressograph sales organiza- 
tion in the United States and Can- 
ada and 28 per cent, that of the 
Multigraph sales organization. 

The foreign quota is 32 per cent of 
total world volume, divided as fol- 
lows: For the British Addresso- 
graph-Multigraph sales organization, 
15 per cent of world volume; French 
organization, seven per cent; Ger- 
man, six per cent; Latin America 
and Orient, four per cent. 


Seeks World-wide Cooperation 


Prizes will consist of globes, suit- 
ably engraved, and testimonials of 
achievement. 

W. K. Page, general sales man- 
ager, Addressograph-Multigraph Cor- 
poration, commented: 

“Although this contest will prove 


the world sales supremacy of one of 


our organizations, it will also ad- 
vance another important purpose— 
that of bringing about a better un- 
derstanding of the world-wide distri- 
bution of the company. 

“A natural and permanent result 
of such an understanding will be the 
rendering of highly effective cooper- 
ation between all companies, organi- 
zations, divisions, agencies, dealers 
and members of our world-wide or- 
ganization.” 

Both domestic and foreign adver- 
tising of Addressograph-Multigraph 
is handled by 
green & Finn, Chicago agency. 


Agency Expands 
Ruthrauff & Ryan, Chicago, have 
taken additional space at 360 N. 
Michigan Ave. 


Business prospects in the engineering-construction field have been dis- 
cussed by the McGraw-Hill construction papers in encouraging terms 
ever since last fall. The figures have permitted no other viewpoint. 
We are still talking this way—only now we can do it with greater 
That old mental hazard of the construction industry— 
No longer can it interfere with the construction 


The figures from January to March reflect the preparations for spring 
and summer building. Some of these factual straws are shown herein. 
They indicate the direction of the wind and measure the first-quarter 
acceleration with which we approach the warm weather construction 


It is natural, of course, that the leading publications in the construc- 
tion industry should show a corresponding pick-up in advertising. 
Manufacturers of equipment and materials, sensing the possibilities for 
business, are dusting off selling plans. Advertising appropriations are 
being withdrawn from cold storage. 
their eyes and stirring themselves, proclaim with well-founded confi- 
dence that spring is in the air. 


What a different kind of spring it is! 


ENGINEERING NEWS-RECORD 


McGraw-Hill 


Their advertising men, rubbing 


1933. 


Marcu WINDS 


clear business skies 
in construction industry 


@ New capital made available since January 
for engineering-construction work was 386% 
greater than in the corresponding months of 
This includes state and municipal 
bonds, corporate issues and PWA allotments. 


@ Contracts awarded so far in 1934 are more 


a year ago. 


of 1933. 


than 23% higher in value than those awarded 


@ The McGraw-Hill Construction Daily pub- 
lished 42% more construction reports in Jan- 
uary and February than in the same period 


@ The issues of Engineering News-Record in 


the first quarter will show a 60-page adver- 
tising gain over the first quarter of 1933. 


® Construction Methods in the same period 


shows an advertising increase of 38 pages, the 
March issue being the largest in three years. 


first of the year. 


@ 60 new advertisers have started 1934 
schedules in these two publications since the 


J Engineering News-Record and Construc- 
tion Methods together carried more display 


advertising in January and February than 
all other national publications reaching con- 
tractors and engineers. 


CONSTRUCTION METHODS 


Publications 


330 W. 42nd Street - New York! 
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Leesley Nurseries 
Appoint W. E. Sproat 


Leesley Nurseries, Libertyville, IIl., 
specializing in landscape shrubbery 
and lawn seed, have appointed W. E. 
Sproat & Co., Chicago, to direct ad- 
vertising. 

Newspapers will be used, as well 
as a radio program over WJJD, Chi- 
eago, featuring Chas. J. Hudson, 
garden specialist. 


Uses “American Weekly” 


The Tea Garden Products Com- 
pany, which recently appointed J. 
Walter Thompson Company, San 
Francisco, will for the first time in 
the history of the company use ad- 
vertising space. Full pages in color 
in the Pacific Coast edition of Amer- 
ican Weekly will be used. 


F. Schumacher Appoints 

F. Schumacher & Co., New York, 
Schumacher and Waverly fabrics, 
have appointed Anderson, Davis & 
Platte, Inc., New York. 


i| 
| 
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Two Wisconsin 
Farm Campaigns 
Promised Soon 


Madison, Wis., March 15.—Two co- 
operative campaigns, financed respec- 
tively by producers of dairy products 
and maple sugar, are in the making 
in this state. 

The first has been fostered by the 
Wisconsin Daily Newspaper League 
and the Wisconsin Daily Advertising 
Managers League, W. F. Huffman, 
publisher of the Wisconsin Rapids 
Daily Tribune, being chairman of the 
committee in charge. 

Milk producers of the state will 
be assessed a small amount per 1,000 
pounds of milk, the proceeds being 
used to advertise Wisconsin butter, 
cheese and other dairy products. The 
campaign will reach its climax in 
August, with a dairy products show 


at the Wisconsin state fair in Mil- 
waukee. 

Ninety maple sugar producers, 
each owning 200 trees, have joined 
hands under the direction of James 
Gwin, marketing specialist for the 
Wisconsin Department of Agricul- 
ture and Markets. Headquarters are 
being established at Antigo, Wis. 

The success of this plan hinges on 
uniformity of product and this is to 
be attained by centralized processing 
at Antigo. 


Burrowes to Humphrey 


The Burrowes Corporation, Port- 
land, Me., has placed its account with 
the H. B. Humphrey Company, Bos- 
ton. Campaigns are being prepared 
for “The Health Window,” new Bur- 
rowes air conditioner. 


McLaughlin to Gordon 


F. W. McLaughlin & Co., Manor 
House Coffee, Chicago, have placed 
their advertising with the Phil Gor- 


;don Agency, Chicago. 


Friedman and Harris 
Join Cramer-T obias 


Leon A. Friedman, formerly presi- 
dent of the Leon A. Friedman Ad- 
vertising Agency, is now associated 
with Cramer-Tobias Company, Inc,, 
New York agency, where he will be 
in charge of the new business and 
radio departments. 

A. H. Harris, former production 
manager of the Leon A. Friedman 
agency, has also joined Cramer-To- 
bias Company. 


John W. Haunt Makes 


Three Personnel Changes 
| yint ’ ] il zz 
John W. Hunt Company, Los Ange- | the winter, Shell Oil Company of 


les advertising agency, has placed 
George A. Mason in charge of pro- 
duction control. Harold F. Price has 
been appointed assistant to Clarence 
S. Heizer, art director. 

Ruth Clark, who was for several 
years connected with station KFI 
and later with the Radioart Guild, 
has been named script editor and 
radio production director for John 
W. Hunt Company. 


SERVICE 
BUREAU 


NEW YORK 
CHICAGO 
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A Complete Electrical Transcription Ser- 
vice — Programming, Recording, Placing 
—for Semi-national Spot, and Sectional 
Advertisers Throughout the United States. 


sound recording. 


For the building of disc programs, spot advertisers are now offered the ser- 
vices of the most experienced program staff in the radio business. In addition, 
many outstanding radio artists who have been heretofore almost wholly 
restricted to network programs may now be secured for recording by NBC. 


NBC Electrical Transcription Service is available on NBC associated stations 
in many leading cities from coast to coast. Call or write the NBC Local 


Service Bureau for details. 


Rounding out its service to advertisers 


Sa 4 


On and after April 2, 1934, the entire resources of the NBC organization will be placed at the 
disposal of the spot and sectional advertiser. After three years of study and experimentation, 
NBC technicians have instituted a complete electrical transcription service, employing the 
——) latest developments of the RCA Victor Company, Inc., pioneers of 


NBC IS 


BROADCASTING 


HEADQUARTERS 


NEW SHELL COPY 
PLACES A TABOO 
ON ADJECTIVES 


San Francisco, Cal., March 15.— 
Following closely on its unusual pen. 
guin campaign which created much 
comment here and elsewhere during 


IN THIS CHANGING WORLD 


a . fe ewe ates Fr 


Se STEPPED UP THIS SPRING | 
FOR EVEN BETTER MILEAGE ! 


Typical advertisement in the new 
campaign of Shell Oil Company 
on the west coast. 


California has opened its spring ad- 
vertising campaign a month earlier 
than usual, breaking cartoon copy 
of the “Believe It or Not” type in 
225 newspapers in 160 cities on the 
west coast, in British Columbia and 
Hawaii. This is more than twice 
the number of newspapers used in 
previous campaigns. 

The new cartoon type of advertis- 
ing was adopted by the company and 
its agency, J. Walter Thompson Com- 
pany, in an effort to avoid the piling 
up of adjectives which has become 
the vogue in gasoline advertising, 
and also to cash in on the extra read- 
er-attractiveness of this type of ad- 
vertising. 

“The developments in the quality 
of standard grade gasolines in the 
past few years have been so great 
that the advertising of these prod- 
ucts has endeavored to identify them 
with the qualities of an admittedly 
superior fuel,” an executive of the 
company explained. 


End of Adjectives 


“This program entailed the use of 
identifying adjectives in all gasoline 
advertising copy, with the result that 
use of these elaborate hyphenations 
must now cease or all gasoline ad- 
vertising will assume the ludicrous 
proportions formerly associated with 
motion picture advertising, in which 
the ordinary mine run of production 
was at least ‘colossal’ and ‘stupend- 
ous,’ and the adjectives applied to 
an unusual picture were truly breath 
taking.” 

The campaign now being started 
discards all claim to “selling” the 
motorist the advantages of Shel! 
products and concentrates on the 
equally important task of keeping the 
Shell name in the minds of moto 
ing public. 

The advertising consists of a series 
of cartoons entitled “This Changing 
World.” The cartoons will include 
predictions of changes which may Pe 
expected in future transportation. 
comparisons of modern equipme!! 
with outmoded means of travel, inte!” 
esting facts pertaining to gasoline 
(Shell gasoline in particular), and 
interesting facts concerning the us? 
of automotive fuel. 


Richards to Parker 


Richards Chemical Works, Jers® 


| City, N. J., have appointed Parker 
Advertising Company, Dayton, 0., t 
direct advertising of their dry cleat 
‘ing products, chiefly Richards Co™ 
jcentrated Neutral Detergent. 


B. & W. Enlarges Plant 


| Brown & Williamson Tobacco Cor- 
|Poration, Louisville, has completed 
|plans for a new fivestory addition 
|to its plant, giving the company ® 
|most one-third more floor space 
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$135,000 TO BE 
SPENT IN WEEK 


FOR INSURANCE 


' 
(Continued from Page 1) 


000 copies of Mr. Barton's booklet | 
will be distributed. Its newspaper | 
advertising, unlike that of the indi- 
vidual firms which will use mats, 
years no signature other than “Finan- 
cial Independence Week.” It is de- 
yoted, like the mat advertising, pri- 
marily to getting a circulation for 
the booklet. Readers are urged to 
ask their local insurance agents or 
write their insurance company for 
copies. 

One such advertisement asks if the 
reader knows that during the past 
four depression years life insurance 
“was able to serve in a larger way 
than ever in its history,” that during 
each succeeding year of the depres- 
sion life insurance companies paid 
back more money to people than ever 
pefore and that during 1933 alone 
more than $3,000,000,000 was paid 
pack to those who had planned for 
it through their life insurance poli- 
cies. It then urges getting Mr. Bar- 
ton'’s booklet to learn how this was 
possible. 

Bruce Barton was selected to write 
the booklet because of his past suc- 
cess in writing about life insurance, 
particularly in two magazine articles 
during the past several years. The 
fact that requests for reprints of 
these articles are still being received 
proves their popularity, those con- 
nected With the present campaign 
point out. 


Tells Depression Story 


The booklet starts with a personal 
yote on how Mr. Barton was intro- 
duced to life insurance when 15 
years old by his father, who bought 
three $1,000 policies for him with the 
promise to keep them up until Bruce 
had finished school, from which time 
on he would be expected to take care 
of them and buy more as his income 
increased. 


In writing the booklet, he was 
given free hand to obtain his infor- 
mation from any sources he felt de- 
sirable, and in doing so he found and 
wrote that nearly half the country’s 
population, or in his figures, 63,000,- 
000 people, are policyholders. 


In simple language he tells where 
life insurance companies have in- 
vested their funds and how, as a 
consequence of conservative policies, 
afew years ago called “old fash- 
ioned,”” they weathered the depres- 
sion, paying out $11,000,000,000 to 
policyholders and at the same 
time increasing their assets over 
$4,000,000,000. 


His final comment is a personal 
testimonial of the importance of the 
life insurance salesmen, whom people 
often wave off impatiently, and 
serves to build good will and aid 
such individuals in tying up with the 
Financial Independence Week cam- 
palgn : 

“I have told how my father was 
the first to ‘sell’ me on life insur- 
ance, and how deeply his counsel im- 
bressed me. I determined definitely 
‘0 build up my insurance estate as 
‘ast as my income allowed, and I 
lave held to that decision. But here 
S the striking fact. With all this 
‘Xackground of conviction and good 
‘esolution, I never have taken out a 
‘ingle dollar’s worth of additional in- 
‘Urance except when some insurance 
‘gent managed to get into my office, 
aid the application blank on my desk 
‘Md said: ‘This is the thing you 
ght to do. Do it now.’ 


Movement Grows 


“We are a lazy lot, we human be- 
‘gs. We procrastinate. We dislike 
‘0 face facts. Often, in spite of our- 
‘lves, these insurance men persuade 
‘S to do what is best for ourselves. 
* for one, have reason to be grateful 
0 them,” 

‘This year’s cooperative effort 
Zarks an expansion of a move which 
‘larted three years ago when a group 


if life insurance companies took one 


day of the National Thrift Week to 
promote life insurance. 

Last year, it took a separate full 
week to present life insurance as a 
means of saving for the future. The 
group was relatively small. It 
printed some posters and collateral 
material which was so successful that 
this year a great many more com- 
panies took interest and newspaper 


|advertising became a part of the 


plan. 


Two Appoint Chirurg 


Kidder Press Company, Dover, N. 


|J., maker of printing presses, using 


direct mail and business papers, and 
General Fittings Company, Provi- 
dence, R. I., maker of unions and 
water heaters, using newspapers and 
direct mail, have appointed James 


N. E. Shivers 
But Launches 
Tourist Drive 


March 15.—While 
New England is still feeling the 
effects of the severest winter in 
years, the New England Council is 


Boston, Mass., 


busy selling New England to the rest | 


of the country as the ideal summer 
resort. 


The 1934 advertising cam-| 


cates a splendid response to winter 
advertising of New England’s sum- 
mer vacation attractions. Annual in- 
come to New England from recrea- 
tional expenditures is estimated at 
$500,000,000. 

A slogan to be used in the 1934 
campaign is, “This Year Visit All 
New England.” The campaign is 
financed by funds raised by the coun- 
cil for this purpose from both recrea- 
tional and travel interests, as well as 
from public spirited business inter- 
ests which benefit only indirectly 


paign is now appearing in New York} from this effort. 


newspapers, featuring pretty girls in | 
bathing suits enjoying New Eng-| 
|land’s summer sun, while galoshes | 
and fur coats predominate as wear-| 
ing apparel in the actual New Eng-| 


land scene. 


Station Rep Appoints 

Advertising of Free & Sleininger, 
Inc., Chicago and New York radio 
station representative, has been 


| placed with M. Glen Miller, Chicago 
Research made by the council indi- | 


agency. 


Zabel Opens Agency 


Edward W. Zabel has opened an 
advertising and merchandising or- 
ganization at 230 N. Michigan Ave., 
Chicago. Mr. Zabel spent many years 
with The Fair, Chicago department 
store. 


Brazeau with Grombach 


Eugene Brazeau, for several years 
with NBC, and identified with radio 
advertising for many years, has 
joined the sales staff of Jean V. 
Grombach, Inc., New York. 


McConnell in New Post 


D. F. McConnell, Jr., formerly of 
McLain Simpers Company, the Mc- 
Lain Organization, and Hetherington 
Watson Company, has joined Fox & 
Mackenzie, Philadelphia advertising 
agency. 


struggle for commercial advantage 


is not won as spoils of a ruthless 


it is a freely-bestowed tribute rendered a leader 


worthy of leadership. Good products and good producers will always lead. The inefficient— 


the unworthy must give way. Survival of the fittest is Nature’s law 


scope of man-made code. 


it is beyond the 


Long before “codes” became the daily piece de resistance of the Nation, Northwest had its 


own code—a code of honor. Over the years, we have found our business friendships ex- 


tending further and further afield—our output in steadily increasing demand until today its 


use is universal. 


We warm to the thought that these tangible results constitute recognition of our strict ad- 


herence to a policy of fair dealing and honesty of purpose. 


The NORTHWEST PAPER COMPANY Mills at CLOQUET & BRAINARD, MINN. 


CHICAGO 


332 S. Michigan Ave. 


NEW YORK ST. LOUIS 


41 ParkRow 611 Buder Building 2255 First National Bank Bldg. 


ST. PAUL 


SAN FRANCISCO 
149 California St. 


NORTHWEST 


Pedigreed Papers 


KLO-KAY BOOK e 


MOUNTIE BOOK  « 


NORTHLAND BOOK -e 


NORTEX UTILITY PAPERS 
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URGES ‘BETTER 
BUYMANSHIP’ ON 
RADIO AUDIENCE 


Household Finance Moves for 
More Standards 


Chicago, March 15.—A program of 
consumer education in what it calls | 
“Better Buymanship” has been in- 
augurated by the Household Finance | 
Corporation. This is one of the few | 
instances of a commercial institution 
putting out literature and radio_ 
broadcasting on household ec onomices | 
which does not point toward the sale | 
of some commodity. The Household | 
Finance Corporation makes small | 


| stockings 


family loans in amounts of $300 and | 


installments 
offices in 106 


less repaid in small 
through 160 branch 
cities. 


For several years the company has | 


promoted budgeting and better man- 
agement of household finances both 
among its customers and the general 
public. Recently Burr Blackburn, 
director of research, began advising 


on buying technique and offering 
monthly bulletins on “Better Buy- 
manship” over the NBC blue chain 


in two-minute talks during the com- 
pany’s half-hour broadcast of Musical 
Memories with Edgar Guest on Tues- 
day evenings at 9 p.m. EST. He is 
introduced as “the family doctor of 
finances,” and each month the talks 


and bulletins specialize on some spe- 


cific commodity, such as poultry and 
eggs, white goods, canned goods, 
and shoes, silks and syn- 
thetic fibers, meats, etc. 

The “doctor” has a home econ- 
omist, Bernice Dodge, formerly on 
the faculty at the University of Wis- 
consin, on his staff. They offer in- 


ee a 


dividual consultation on family bud- 
| Bet problems, giving personal atten- 
tion to hundreds of letters from fam- 
| ilies about their finances. Over 150.- 
000 copies of the booklet “Money 
| Manage -ment for Households” have 
| been distributed free, and since De- 
cember several thousand have sent 
15 cents in stamps for six issues of 
the “Better Buymanship” series. 
This literature, prepared under their 
direction, is widely used in schools, 
colleges, and club groups. 

The company feels that the House- 
hold Money Management Plan and 
the Household Loan Plan are both 
essential in the improvement of fam- 
ily finance. “The loan is needed only 
in emergencies and to refinance 
debts,” says Mr. Blackburn, “but no 
company that services a family dur- 
ing its financial embarrassments has 
a right to stop with merely making 
loans. Through our consultation and 
literature we hope to become recog- 
nized as ‘financial counsel to the 
American family,’ and if we do a 
good job the cost of the extra serv- 


ices will be more than repafd in the 


reduction of direct selling advertis-| 
ing expense, collection expense, and 
legislative difficulties.” 

The “doctor” is a strong advocate 
of standardization and labeling of 
those qualities in commodities that 
can be measured. However, he does 
not advocate government enforce- 
ment of standards and labeling ex- 
cept to prevent fraud and misrepre- 
sentation and to _ protect public 
health. He thinks the government 
should develop standards and en- 
force them in goods using the gov- 
ernment labels, but that the use of 
labels should be left to the discretion 
of manufacturers. “Labels will be 
used,” he says, “as soon as the pub- 
lic makes known that it wants them. 

“I believe that when the consum- 
ers learn to use intelligently such 
measurements as are now available 
and to favor those products which 
are open and honest about the quali- 
ties of goods that can be graded, this 
will result in a more general adop- 
tion of standardizing on the part of 


Fine tormatuon, treedom 


white’ reproduction. Use it for 


cation, catalog, house organ, broadside 
and folder work. Available in White 


and India. 


from glare 
and exceptional finish make CHAM- 
PLAIN English Finish especially adapted 
for halftone, mass color and “‘black and 


Five delicate pastel colors and white 
give CHAMPLAIN Text a wide range 
of utility. Its price and excellent print- 
ing qualities provide for the economi- 
cal production of colorful announce- 
ments, folders, envelope stuffers and 
general advertising literature. 


publi- 


High finish, smooth surface and good 
bulk are features of CHAMPLAIN Super 
Calendered. Where sparkle and “‘life’’ 
are desired in halftone reproduction, 
this paper exactly meets requirements. 
An outstanding value in its field. Avail- lets, 
able in White and India. 


Where the paper selected must lend 
quality appearance to type and line il- 
lustration, CHAMPLAIN Eggshell does 
the job economically and efficiently. 
Recommended for books, 
brochures, 
envelope enclosures and circulars. 


book- 
announcements, 


Available in White and India. 


CHAMPLAIN BOOK, newest “International Value,” has already demon- 
strated that it meets an existing demand in the field of moderate priced 


book papers. Ask your paper distributor for sample book and test sheets. 


MAMEPLL 


Please address requests to 


ailY Bi 


Sales De pt. 


INTERNATIONAL PAPER rn 


220 East 42nd Street, New York, N. Y. 
Branch Sales Offices: 


ATLANTA . 


BOSTON . 
PHILADELPHIA . 


CHICAGO . 
PITTSBURGH 


CLEVELAND 


manufacturers and merchants. We 
are attempting the more constructive 
program of directing consumer (de. 
| mand toward making standardizati«), 
profitable to the seller. We wij 
commend the products which adopt 
grades and present those measurah|a 
|qualities that the consumer jx 
| anxious to know. 


Help Consumer Judge 


“For the present, with so little |a. 
beling being done, we are trying to 
|help the consumer learn to jude 
quality himself, to substitute inte}};. 
| gent use of available information {,, 
confusion and skepticism. 

“There is almost a consumer buy- 
ing strike, due to the fact that the 
consumer has lost faith in price as 
an evidence of quality and has lost 
faith in the adjectives used in de- 
scriptions of advertised products, 
This confusion has been due to the 
fact that the consumer has been given 
enough information about quality 
and durability of goods to feel stung 
when goods sold to him as of high 
quality wear out quickly, shrink, or 
lose their color or fail in many other 
ways to measure up to his expecta- 
tions. He can only be brought out 
of this skepticism by general educa. 
tion which will enable him to have 
some standards of his own. This is 
particularly important in view of the 
fact that the average consumer’s buy- 
ing power is so limited that he can 
seldom afford to buy the highest 
grades. He must usually take a sec- 
ond grade and if he really knew 
what to expect from a second grade 
and was convinced that the price 
was justified on this second grade, 
he would become a more satisfied 
buyer. 

“The panicky arguments of brand 
advertisers against all standards or 
grading are amusing. They go so 
far in insulting the consumer’s intel- 
ligence that the reaction may be un- 
fortunate bureaucratic enforcement 
of half baked standards. 


Hard-Boiled Buyers 


“At any rate, I am doing what | 
can to make tomorrow’s housewife a 
hard-boiled buyer, with business 
sense and training, who will not be 
satisfied with sweet nothings. 

“Camouflage is rarely a lasting 
substitute for quality. Writing un- 
der the heading, ‘Looking into the 
Consumer’s Head,’ in a current busi- 
ness men’s magazine, Donald A. 
Laird, director of the psychological 
laboratory of Colgate University, 
lauded the sales adroitness of certain 
storekeepers who discovered they 
could sell 79 cent silk stockings 80 
per cent faster by perfuming them. 

“I don’t believe Mr. Laird looked 
long enough. It undoubtedly did not 
occur to the merchants that they 
were hindering, not helping, their 
customers to determine quality and 
degree of satisfaction. No effort was 
made to tell the patrons how the 
stocking would wear. American busi- 
ness is suffering from a lack of buy- 
ing by customers ‘hooked’ by gilded 
goods who are still trying to pay 
their losses. Experiment is a lux 
ury the new consumer knows he can't 
afford to repeat. 

“Honest manufacturers can expect 
relief from the unfair competition 0! 
inferior but price camouflaged prod: 
ucts. Thousands of honest and sin 
cere merchandisers would welcome 
change. The consumer’s job will be 
to convince the merchant that we 
would rather ‘talk business’ than fall 
for the obsolete price gag, that we 
prefer simple information concerning 
quality rather than perfumed appeals 
to our ignorance.” 


D. N. Davies Appointed 

David N. Davies, formerly adver 
tising manager of Thomas J. Lipto!. 
Inc., and Louis K. Liggett Compan). 
has been named director of adverti® 
ing for Joseph E. Seagram & Sos. 
Inc., New Work. 


To Fox & Mackenzie 


Stokes & Smith Company, Philadel: 
phia, maker of paper box machiner) 
and packaging machinery, have 4? 
pointed Fox & Mackenzie, Philadel 
phia, to place advertising. 


Appoints Gardner __ 
Advertising of the Famous-Bal! 
, Company, May department stores 
\has been placed with Gardner Ad- 
| vertising Company. 
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| Phasenesie on Sales ‘Staff 


James B. Thompson, who has been | 
— in selling activities in Texas 


GENERAL MILLS 


land California for the past six years, 
has been appointed to the sales staff | 
of Williams, Laurence & Cresmer | 


Company, San Francisco, publishers’ 


BREAD CAMPAIGN errs Objects to Bill 


| The Advertising Federation of 


(Continued from Page 1) | Committee on Codes of the New York 


of all reasons for women avoiding |@Ssembly in opposition to a_ bill 


bakery products.” }which would limit bank advertising. 
Vout Sine of Leaves | G. J. Palmer Dies 

The new campaign is based upon G. J. Palmer, vice-president and 

some interesting facts developed in a| business manager of the Houston, 


| Texas, Chronicle, 
| rial Hospital there March 4. 
163 vears old. 


survey made in Springfield, Mass., | 
Chicago, Ill, and San Francisco, | 
Cal. In each city an equal number | 
of families were selected from three | ——"—""""= 
income groups. The first had incomes 
$3,000 a year or more; the second, 
$1,500 to $3,000 a year, and the third, | 
less than $1,500 a year. 

The chief fact unearthed in this 
survey was that large loaves of bread 
make for large slices and consump- 
tion above the average. 

“When long loaves (with small 
slices) Were served,” said the sum- 
mary, “the total bread consumption 
in all three cities decreased. When 
short loaves (with large slices) were 
served, total bread consumption in 
all three cities increased. These 
short and long loaves were delivered 
on alternate days in each market for | 
two weeks.” 

The family which has toast for 
breakfast was found to eat 39 per) 
cent more bread at that meal than | 
when no toast was served. The use 
of sweet spreads such as jam, jelly | 
and honey was also found to exercise | 
a beneficent influence on consump- | 
tion of bread. Where these spreads | 
were used, 17 per cent more bread 
was eaten than where none was 
available. 

When “wheat” bread, in which a 
percentage of the flour used was 
whole wheat, was served with white 
bread, total consumption of bread 
was increased by five per cent over 
total consumption when only white 
bread Was served. When white and 


He was 


| 
| 
| 


America has filed a brief with the 


died in the Memo- 


Junior Set of 
_ Encyclopaedia 


To Be Issued 


New York, March 15. -Field forces 
of Encyclopaedia Britannica, Ine., 
were notified this week of plans for 
promoting the new Encyclopedia 
Britannica Junior, a reference work 
for children under 15, scheduled for 
publication Sept. 1 with the opening 
of the school year. 

Mediums to be used, according to 
the announcement, are newspapers, 
magazines and direct mail. Publica- 
tions mentioned are Every Day Sci- 
ence and Mechanics, Harper's Maga- 


In our modern “kitchens” 
sumption, materials are washed, dried, graded, mixed, cut and moved 


by carefully maintained equipment. 
for manual labor rigid sanitary regulations and supervision protect 
the dispenser and the consumer. Photos show inspection of Florida 
oranges and grading of California asparagus preparatory to processing. 


zine. Literary Digest, Modern Me- 


chanics and Invention, News Week|and a score of other prominent edu- 
and Popular Mechanics. The agency Advertising will stress the 
is Charles Daniel Frey Company, Chi- guide to which one 


cators, 


study volume is 


| cago. devoted, 


The junior edition will be distrib 
uted through the same channels as Boston Club Has 


the standard work, which includes . ss 
book stores, selected department Educational Series 
The Boston Club of Printing House 


stores and a large direct selling or- 
Craftsmen is conducting a series of 


ganization. 
educational meetings with a number 


One of the unique features of the|~: 4 
Ae re * of guest speakers. V. 


juvenile encyclopaedia will be a longer, 
“fact-index,” an index with which is|y  w, 
combined several leading facts relat-| spoke this week at the Boston Public 
ing to each reference. Included in| Library. 

this section, which fills one volume of Others who are scheduled to ad- 
the 10-volume set, will be brief ab- dress the meetings are EF. Summer- 
stracts of articles not included in the|field| Eney, Jr., Baltimore; Chris 


head of production work at 
Ayer & Son, Philadelphia, 


: , sae Stiedenger, New York, and L. W. 
children’s edition. A : 

é Claybourn, Milwaukee. Frank Bb, 

The junior set was edited under | Wagner, S. D. Warren Company, was 


the supervision of Dr. Wm. Redefer|the first speaker. 


where food is prepared for volume con- 


Where there is no substitute 


CONTRAST— Apparently few health regula- 
tions and little supervision attend these opera- 
tions in a vegetable canning plant (not a U.S. 


Winfield Chal- 


rye breads were served at the same 
meal, the total consumption over 
White bread alone, increased by three 
per cent. 


Income Makes Difference 

The survey also indicated that 
igh income families eat 29 per cent 
less bread than others. The picture 
hanges considerably, however, when | 
i Wide variety of bakery products is 
served. In such cases, high income 
families consume as much wheat | 
jroducts as low income groups. 
The conclusion is that consump- 
lion of bread and allied lines can be 
nereased from 13 per cent to a much 
‘arger figure without difficulty. 

Explaining the genesis of the cam- 
baign, James F. Bell, president of 
General Mills, said that it is merely 
bointing the way,” the final result 
‘Sought being “an effective, broad, 
ational campaign.” 

“In order that all interests identi- | 
‘ed with wheat, flour and baked | 
‘ood products may cooperate,” he 

itinued, “all of the research and 

(vertising material developed by us 
‘treely available to all members of 

¢ allied trades.” 

lt is assumed that this is an invi- 
ition to other flour millers to coop- 

ate, 

Samuel C. Gale is director of ad-| 
‘ttising for General Mills. 


Mean Philip Klein 


‘he Mosby Company, Cincinnati, | 
‘* appointed Philip Klein, Inc., | 
lladelphia agency, to place adver- | 
‘Ing of its new product, Indo-Vin. 
“Wspapers in Philadelphia are be- | 
* Used in a test computes. 


Wine Meters Appoint 


Bisceglia Brothers, wine producers | 
San Jose and St. Helena, Cal., 
‘© named Virgil L. Rankin, San 
7 advertising agency. A test | 
‘palgn will be conducted in Cali- | 
Na, which will be extended na- | 


1] 


“wily if successful. 


Club Has Dinner Dance 


‘ie New Haven, Conn., Advertis- 
~“lub will hold its annual souve- 


iner dance Saturday, April 28. 


a 


METHODS of 
HANDLING FOOD 


A British visitor, guest for the first time in 
an American home, remarked that “you 
Americans must be extraordinarily clean or 
all your tooth paste and soap advertisements 
would be a stupendous waste of money.” He 
might have made a similar observation had 
he visited one of our modern food plants 
and watched the care that is taken in han- 
dling the materials that go into food products. 
Storage, handling and preparation of food 
materials are problems even in the modern 
hotel. They become infinitely greater prob- 
lems when tons are dealt with instead of 
pounds. The food manufacturer’s best in- 
surance is eternal vigilance, strict supervision 
and the fullest use of sanitary equipment and 


machinery. 

How do plants making different food 
products get around these problems? What 
are the costs? The safety factors? The ap- 


plications? 
Food Industries searches out the advanced methods 


the benefit of all plants. This is another reason 


reader following. 


ABC ... ABP 


Published by 
McGraw-Hill 
330 W. 42nd St. 
New York 


plant). 


of materials 
handling in a variety of food industries and chronicles them for 


for its high 


READERSHIP 
THROUGH 
LEADERSHIP 


Some of the information 
on materials handling 
that has appeared re- 
cently in Food Industries. 
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Mayonnaise making robot (N) ...... 
Sistas operations. L. V. Burton. 

Modern corn milling. J, L. Neenan. . 
National Grain Yeast Corp. re-equips. 

B, Ke, Mime cccnsocncpavncdadces 
Pasteurization and cooling of milk = 

minimum space. D. B. Goldberg 


} Robot makes "mayonnaise WOT ssi ccs 
| Rockwood & Co ic 
lowering cost. E. S, Stateler..... 


Routes grain by electric indicators (N) 
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Releases Outdoor 
Bromiley-Ross, Inc., New York, is 
releasing contracts for the 1934 out- 


door advertising campaign for the 
Ward Baking Company, featuring 
Ward’s Soft Bun Bread. Posting 


starts April 1. 


Malloy to Humphrey 


Harry F. Malloy, formerly vice- 
president of Shoe Retailer and 
Hosiery Retailer, and at one time 


with Conde Nast Publications, has 
joined the H. B. Humphrey Company, 
Boston agency, aS account executive. 


Appointed by Brewery 


Magazine Copy 
Exempted from 
Missouri Tax 


Jefferson City, Mo., March 15.— 
Magazine advertising, except in spe- 
cial cases, would not come under the 
provisions of the sales tax of % of 1 
per cent, the Missouri attorney gen- 
eral’s office has ruled. 


|;newspaper and outdoor advertising, 


N sage get 2 gp sse — which are specifically included in the 
New or 1as been appo € ee . 

: , st of those taxed. 
the Jacob Ruppert Brewery, New li to t eae il ‘ 
York. Newspapers, magazines, radio The advertising contained in a 


and outdoor advertising will 


— ~ —_ 


23,000,000 plus circulation was the extra value delivered to Outdoor 


Advertisers during a Century of Progress Exposition last year. 


Again in 1934 Outdoor Advertisers, in Chicago, are offered a national 


audience with the resumption of a greater World's Fair in the summer of 1934. 


Plan now to cash in on these plus millions with Outdoor Advertising, 
—the only certain means of reaching every active person in the com- 


munity, whether he be a resident or stranger,—at the single cost of | 


be used. 


periodical or magazine which carries 


local coverage. 


Write, phone or wire... ... the full story, in booklet form, 


for the asking. 


( Gen 


515 South Loomis St., Chicago, Ill. 


The opinion, provided for State 
Auditor Forrest Smith, said that | 
|magazine advertising differs from 


| Outdoor Adv 


ew omar £9 


ee, 
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lee element of what is generally 
known as news on any subject would 
not be newspaper advertising within 
|the meaning of the Missouri occupa- 
tion tax law,” it said. 

The Missouri sales tax bill is said 
to be the only one passed by any 
state except Indiana placing a tax on 
advertising. Paragraph E imposes 
the tax on “newspaper advertising 
and newspaper service.” Paragraph H 
adds “billboard and all other kinds of 
outdoor advertising” to the list. 

Newspapers have indicated that 
they will absorb the tax, rather than 
lattempt to pass it on to advertisers, 
land it is believed outdoor interests 
will adopt the same policy. 

The tax is to be paid annually, 
| within 60 days after the end of the 
{calendar year. 


ertising Co. ) 


Monroe 6800 


A. F. Willson Joins Fisken Follows 
Erwin, Wasey & Co. R H Crooke 
| * — r 


Erwin, Wasey & Co., have an-| 
nounced that Arthur F. Willson, has | 


joined the New York office as account | At Chevrolet 


executive. 
Mr. Willson resigned from Young 
Detroit, Mich., March 15.—C. p 
Fisken has been appointed advertis. 


'& Rubicam, Inc., in July, 1933, and 
ing manager of Chevrolet Motor Com. 


became a member of the Erwin, 
| Wasey staff in February. While with 
| 

pany, succeeding R. H. Crooker, who, 
as reported in ADVERTISING AGE last 


|'Young & Rubicam be served as ac- 
;week, has joined Campbell - Ewald 


count executive on Borden’s cheeses, 
Horton’s Ice and Fletcher’s Castoria, 
and was connected with other ac- 
counts as assistant account executive. 


Palmolive Reduced 
Colgate-Palmolive-Peet Company is 
quoting a new price of five cents for 
Palmolive soap to meet competition 
ot cheaper soaps. No trade announce- 
|ment of the reduction has been made. 


R. H. Crooker 


C. P. Fisken 


Company, where he will be in charge 
of the Chevrolet account, as a vice. 
president and director. 

The new Chevrolet advertising 
manager started at the bottom of the 
ladder as a Chevrolet representative 
in Janesville, Wis., ten years ago. He 
was promoted to zone sales promo- 
tion manager, then becoming re- 
gional sales promotion manager for 
the Great Lakes sector, one of the 
most important markets in the coun- 
try. 


Rose Rapidly 


He then went to Zanesville as man. 
ager, where he had a taste of sales 
work, in which he was so successful 
that he was appointed zone manager 
at Indianapolis. Two years ago he 
was called to the central office at De- 
troit, becoming manager of the truck 
department. 

Last October he was made manager 
of the Chevrolet sales promotion (e- 
partment, charged with successful 
promotion of the 1934 Chevrolet. 


NACC Gives Its 
Side of Story 
In Paid Copy 


Detroit, Mich., March 30.—With a 
strike threatening to tie up most 
of the Detroit automobile plants, the 
National Automobile Chamber of 
Commerce took 1,200 lines in a large 
list of metropolitan newspapers this 
week to enlist public support with 


announcement of concessions to 
workers. 
Chief of these was reduction of 


the average weekly hours from 4? 
to 36, with compensating wage in- 
creases to be made effective on or 
before March 31. 

The advertisement, placed by the 
Campbell-Ewald Company, pointed 
out that current wages in the auto- 
mobile industry provide a ratio of 
90 per cent of the 1929 earnings, 
while cost of living is approximately 
83 per cent of 1929. 

It was evident, however, that this 
argument failed to carry weight with 
the Auto Workers’ Union, headed ») 
Phil Raymond, communist candidate 
for mayor of Detroit three years as? 
The demands issued by Raymon 
flayed the American Federation 0! 
Labor, “whose officials attempt 
hold. us back from = a_ victorious 
struggle. 


” 


Appoints Jerome Gray 


Advertising of the Kennett-Shidler 
| Corporation, Philadelphia, maker of 
farm produce in Hydra-pae contall 
ers under the trade name Fart 
Fresh, has been placed with Jerom 
|B. Gray & Co., Philadelphia. 


is yours 
Three Pick Agency; 
Artist Appointed 
Lanpher & Schonfarber, Inc., Prov" 
dence, R. I, has been appointed by 
the Paramount Line, Provident 
maker of hand-colored greeting cards 
Bryant-Stratton College of Busine 
Administration; and United State 
Bobbin & Shuttle Company, Mat: 
chester, N. H. i 
Earl Shoemaker has joined the &” 
staff of Lanpher & Schonfarber. 


t,t Cal ee - oe dak tig? : + ca Se He Str aes : Pea ea ; re i ae ran abies ; es Par Hee 3 Ta inn we 
+) ‘ i Ao 
ae” 
pe = ee 
Lg * LL EEE 
oo i ~ am —— : - ——<- 
a a 
| PC 
sith | 
a . - i 2 
. 7 4 |) ‘ 4 
“ze a Sd, . 
Po | - 4 sis, 
; a aa ——— — —_— —— a , ; an | 
a Pe —_— —lleeEeOOOOOOOSOaaaea“a“a“*“***S=E a 
paises a manenenn Ps 
a —" ee “Siti 5 a taeahd es ar tp ey . —_ 
Tee Mee ASE NeW eek Rt Sagan ng se << 
pee 4 ASS 5 ; oy Fe = fait na a ae ig c ft 
oe es : ote x OL x Oh ELS SH, SUE LS «RORY * * Ss r so |. * eee i 
ge oar: ne ES eee hea atin ts APS Plo Pea. ae : L_ i } 
ve : 4 S nite 5, optt. 2 ee ef eee Comat ate: ag - Te ee Ceres Pp > i, 
a Pena Amen ae aU aS ES | I as a 
jae a Ie ee Ate 3 PAE ter «eA ite) Ay Ree Date i 4 AR, | 
ae P oes “ rc 3. wide ty ee RN aos SP ' LS Yes 4 - 1a , ! ' 
oa | Ai ge ek GE 2 EF? ee ss SM sa Sage Oe ples Ge toe ~ oe ie : f i SEN 
ee Says. : > Pri 22. og as ma Fens hate SC er rs rt, a ot B “yet ‘ ). 4" 7 i if 0 () 
: . wt e-. 35 = as ' oe yas x ef 2 sro Y o8 oe é » oS 4 .“ 0 . 
Ri _ - peg TLS ONES OL eR ea Om *\:. : | 
i <Be é Diy i Mone 4 ; gs bo te of Sak a + 1a : fs 
mh "4 2 88 “. nt Vues nt" te, er ty. i. ( a ‘ 4 
nd 2 ¥ > - a ‘ - x & — ~~ 4 - 2 te : - e 
a1 wr? Ame. tae ‘ LS na; oe - i 4 ae a. é : o | 
oe ‘ Se ee: Oe ae a ee ao Pp. a ae ae i. 3 by J ‘s | 
a oe SFG, Ah oe ere A > : -_— : ‘ uA, ¥ ' | 
ae 4s Ta By i oh es F 1-4 a * ae ep hPa omy = | 
oa ae oy OP Pore BY a! 4 ‘ee , \ 2S: rag , \ { | 
Coe 4 - ‘ ” . ij CL. S5 2. 
a ae ae ee hess SS a \. ie ei in, Se | ™ as a. hl ‘ 
HS ie rene ,) tp a. YO a ae , ws We ae t x Hy a. * aM : 
Rn 4 ¢ +: ; 5 Some ‘ Alas H % # 7 ‘Sy! : ta ae 
Di © pie Be 2 ° Pee, 8 es 2 ee ra, + Ao s 5- ‘73 Fe 
e. , Fl i 5 ? . : ‘ s _ > ae Be ae A. wpa Sass 26 i rf a! 4 ‘ 
— a ; SAVER LY ame Copy VES Fyn? L ot od Mn kr fae. © 744 | 
sey ea Bs a) Re > - a ee , ~ Pots > ns a 7?) & ' ‘tie? > eo z Ae \ " 
r 3 | Best ’ Ss) “ee (too % us & oa = eres say \ 
eS adage a i Be ‘ d goss |S ew p> Bars a So a4 " a4; 
ke. ene AA Bae? Nae b 4 4 A ~w ° row (as 8 &; Saatien) om ‘ 
aa Bat ERR eA A | Be” ait CO 45 Ee ee ne ) 
Fe Sit: ee eS res ie ACE ae ea as 
: » wie oe 3 TT iit Dos a airs af, % : 
Aes. id ae lt OO i Nee tg qe . ‘e405 gee, fa + a 
aS ; a a Dw ny oe i eg BE ele ae Se 4 
haa . i Paces. ayGih* PERE na eee ae 
cers % <h i ie ; > f aoiaes  te@ 2 MS, ee ° ase NN 
ae Pipe! Vihar anes Lat tas Pee PP | 
Pr EAA fi F 337" adhe ie er si wn bi: Q ers ee. yr " Pa 2 ee : a 
ents ‘ XN N48, rat) a jd Pon th mec a6: £- CCC Sai Be peer, io glee tod 4 r 
4 emer ’ ee, tah TAS A po 6, vx hace i Rts Py Pee 4. Sag lt en 
er a — ON alt af eas Ca ta ee a t 
: i » * Oe ee ee. le ee es i eee coe 
a : ne | Oy? f; 2 ee . ¥.>. + pares ee OES R . ee See oak f 
; ef, EEE 4 at ba sys” 4 a ae Ege fee ene e ; * . 
Sai er a oe al p « ae Sera eee PR a Oh ea eee wn ¢ “ , i 
a as Q . f ee: J ve a. , ~ 
rt eaaeeiets 51>" fy ’ A 3 « es Ss ; .7= a oe ty ane P 
ai . a % "Al aa a 5: Lae ee = Ea Wg ic eee Fi } . 
ae bot. om Peo S.: + Puy Nee ie ites r 
a %.: KS iz 3 Soka <3 > ag Digg % uid : cere ae. ae yee i : e F " es 
i: Eg le eee : -e egies 
ste tah \ “é ‘8 toe PN mis . + ae eae 
4 i ’) 4p) 3, : “$ ad oe +g! a : ce | 
4 ale by Wi : SS ae ty fae We ' a % sie 4 — 
erie RC pester a Tae ait Ae pi D: 
re. me ier fe fe i B= ad eS ane 0 
: (- ca a ¥ Sn ag oS ae a we re ig : 
4 Ry: Pid 2; " aay, os oe Ris es he FS a SS a 
ae ae aly. Q b . a & as Sie ade . : : 4 <i el aii gt al 
Te ae wt TM “ oe hE “es! oe : Pee lee 
oa 2 RY ry ce era, a | ee . ae e! 
alli Ba Qe is. Cy iets” aie an ot 
‘n> sige calm ‘ Ve | Ries mci ots, 5 « eo Oe ie . 
ist Shae cS > Ay =" ae or wi ys ez - . . - ‘ aM “Seay ~ 2 sa 
ee is : ip x : re? ye er) (C4 A hod ; Teg fe Sipe be ‘ Wid Sk ‘ rie E x Se Scars e : foe a ae a a a & te 
a ess iy Y ~ oA °F ae ene = So oN Gas ee eye ee RS oT in he Bee ee va CaS Eales — ee Spore 
ae. ae NV) eae oR ines Rebs “eee: eal ae oe ee ae ee ie Bae Yar Oy nate cae <4 eR aks 
a e — dics Eten. © 7 S* Ae  e 2 Ages a ee ee bi 
ae ee . : -$ has So Ay $ hi, * Soe Ge Ga eee a cc ue Sea a ay ore PA ie Ph OY, ee eR - 
en x0 “ — ~ ee Pe. > Se De es hg ae tft, ae aa 2 eee Hi o¢ iia aj gt ahs Poe eee a Lb Ps Rees eat c ie : DI 
‘ ’ se " : $ 5 i . pekinese id a e eo ye ht 2 f, ae > ra BAe a Ae Saal o3 a a za 
cl , a WR Dee ame et! ee ae ge : 
ate va q Py see eS ke al YN Oo SRR Be ee 
ee . Pitan 2% ez 2%. Pie: ot ig ® ‘e ite ‘ “, TAS einagh ha th 
OF. ue, sae ae Tass, 24 ys 4 F ef aA & et oe ¥ pe. , . 
; ar: e :) | wee ke oy Bae a} A 45 
Wars Se. . Se 2: co) a 4 in 
; ° : “ ‘Dep se 4 " 
mh el Bees di 
© il 23 | 
se ahs 5 Wi 
‘F ; F >in oe - Vi 
ae oud fir 
ae? | ad 
aes oe “4 
2 : iS : BA 
“ Cy 0 
eee ne 
a ns se su 
a | 
ae ee ‘ 
_ P i s ns 
es | 
ee pr 
aie 3 | Wi 
: oe ae | d 
a ae | “ 
Sits ; 
oe H. Ag 
a | 
a ins As | 
a Da base of 
i Sl W 
“Pere Sh d 
ae ° es ib. | . 
pier : 
DCCA, sa ing 
ie at ame 
ee a mi 
ey # | 
oe: i Dai 
rials ie ae 7 
* ae 2 . ni 
po ee Lic 
= May 
- : ; P} , 
may 
is ; oan 9 eaten 
ae . 2 Re ( era a _— . | 
+) ee _ ————— 
ree eh In 
2 ss of 7 ee u 
Py 7 Soe ae 
Ce ea 
ee A got Oo Fm ye ey ee Ber Re eR ae a coat sige as Ceara) VY eee 5 Re ee Te ig aN eas ed Ra Oe 6 py aia. \e eae Ra tg tas oi sine ae 
SD UNENE LA AE Saamene "5 SM eos ey aaa ee ca pie oe Pree ene | RL eee ea Be ee a ee cs) en 5 SEN Sie SY Rg ee SAL a Aral alk Ss ites ci! gees. Set EP Regt le se Me aE Bea ee gS rat 
eater ie aoe erar oy, eal SUSI Tg Regal ue dk saa hart cbt eh eo aie SURRY a Sh Ut in Rs algae yee re eae aD gt yes ng ee Bry es Ser ks, Oe ten: eed Bg ote Oi ey um geen Oe er ae ii eee ooN 2 Pode SR LN Poe Cis ANSE RE ek Ra Sg Se ae Pog pe 
I i A a he On hes oe Ms eh ad aE LS Beth Oy Ee PMO Gs COR AO ECCS ae PN es, 
AEP OER EEGs Ce ene ge UN Sar Rc ne a Ran ae See ie a) PO MRE nn oe RE eee OS ee res 
rs eee $e SES eg OF pa Rf ty sea ig + oe SO eae? men Oe 6s GR te ng ee ee Teg Pike es Pe ely ae Tey F Det ee ek or ee a Sh ee PE Se en Oe a ee Fer :- a oe ceo 7 . Sa ; 


nan- 
ales 
sstul 
ager 
» he 
. De- 
ruck 


ager 
1 cde- 
ssful 


Py 


"ith a 
most 
s, the 
or of 
large 
s this 
with 
is 0 


ion of 
om 40 
Ze in- 
on or 


by the 
yointed 
 auto- 
atio of 
rnings. 
mately 


at this 
ht with 
ded by 
ndidate 
irs age 
ay mont! 
tion ol 
mpt tl 
etorious 


ray 

-Shidler 
aker of 
contail- 
. Farm 
Jerome 


ointed 
c., Prov 
inted Db’ 
ovidence 
ng cards: 


Busines= 
d_ States 
iv, Mat 


d the al 
‘ber. 


March 17, 1934 


ADVERTISING AGE 


23 


DRIVE BOOSTS 
PRICES, SALES 
OF GRAPEFRUIT 


Advertising Brings Farmers 
Higher Prices 


York, March 15.—The effec- 
advertising not only in 
itself but also in bringing 
return to the agricultural 
is being illustrated in the 
emergency campaign of the 
organized Florida Citrus Ad- 
yertising Association, which 
prought an increase of 50 cents a box 
in the sales price of this product, 
which had been about $2.50. Both 
figures are averages. 


New 
tiveness of 
paying for 
a fairer 
producer 
current 


new ly 


Gets Quick Results 

The campaign is significant for the 
speed of its organization and rapidity 
with which results were obtained. 
Shippers, faced with an emergency, 
decided to assess each member of the 
association three cents a case as each 
was shipped. This provided a maxi- 
mum potential appropriation of $50,- 
OU, 

Never before had all the Florida 
citrus producers and growers united 
to advertise grapefruit, one of the 
state's principal products. 

Prices on the fruit were in a para- 
lyzing slump, having dropped to the 
lowest point in years. Shippers were 
receiving just about enough to cover 
the cost of raising and shipping the 
fruit, while some were actually tak- 
ing a slight loss, and a crop estimated 


at 1,800,000 cases was. ripening 
rapidly on the trees, demanding im- 
mediate shipment. 


Drive Starts Fast 


Ten days from the time the cam- 
paign opened in New York, the price 
of grapefruit had jumped up 35 cents 
a box, in spite of the most unfavor- 
able weather the trade had encount- 
ered in many years and the fact that 
other related commodity markets 
sagged. 

Spread to other 
paper campaign continued to raise 
prices. In spite of continued bliz- 
zards and shipments in some cases 30 
per cent heavier than normal, fur- 
ther increases have brought the price 
45 cents over the market at the open- 
ing of the campaign, with every in- 
lication of further rise. 

Kenneth M. Goode, New York, who 
Was retained by the shippers to super- 
Vise the campaign, declared that the 
first rise in price about a week after 
advertising started in New York 
“demonstrated the unlimited capacity 
for quick action and immediate re- 


sults newspapers offer when properly 
used.” 


cities, the news- 


“Quick fire newspaper copy in pre- 


, were 


| 


has | 


lerred placing in all New York 
Papers achieved the first rise in 
Price.” according to Mr. Goode, who | 


Was assisted in this advertising by 
Henry Selz and Blaker Advertising 
Ageney 


Further Increase 


\ second rise of ten cents in face | 
‘larger shipments and bad weather | 


Was effected by 


the additional force 
" spot radio and newspaper pub- 
Naty campaigns. The third price 
imp. of five cents, came today mak- 
ng ithe total gain on the average 


PLICE 


box equal to 50 cents and re- 


“ecting a 25 per cent price improve- 
Nent sinee the campaign started a 
'W weeks ago. 

_ About three-fourths of the cam- 
yal QT) 


assessment went to newspaper 
‘Yerlising, the remainder to radio 
Ml special publicity work. The cam- 
12) Was mainly educational. It 
‘'d major stress on the health-build- 
ng Value of grapefruit. Approxi- 
‘tlely 20> metropolitan newspapers 
a used in New York, Boston, 
Nadelphia and Chicago. 


130 Shippers Participate 
Act lally, 
“Mpaign 
inds had 
ur days 


the newspaper advertising 
was under way 
been raised and 


atter preliminary plans 


before 
within | 


finished the 
peared. 

The 35-cent rise was achieved be- 
fore the forwarding of one cent from 
Florida. Time was too short to in- 
troduce a major radio campaign. 

The cooperative effort was partici- 
| pated in by 130 leading citrus ship- 
pers, representing a capitalization in 
the grapefruit industry alone of ap- 
proximately $150,000,000. 

About 80 per cent of Florida’s 
grapefruit acreage is represented, ac- 
cording to W. C. Daniells, president 
of the association, who adds that the 
“remarkable” results achieved may 
stimulate the entire citrus industry 
of the state into falling in line for a 
permanent cooperative drive to ad- 
vertise all the Florida 
ucts. 


advertising ap- 


citrus prod- | 


Burton Warns | 
Of Burdensome 


Label Changing 


New York, March 15.—The terrific 
costs to food manufacturers if 
present labeling and packaging pro- 
visions of the Copeland bill are 
enacted into law were analyzed by 
Dr. L. V. Burton, editor, Food Indus- 
tries, before the packaging conference 
here yesterday. 

Pointing out that the bill provides 
that packaging and labeling require- 
ments must be met within six months 
after adoption of the measure, Dr. 
Burton detailed the problems facing 


is Paper Form 


\LLURGICAL ENGINEERING 
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| bill. 
| volved 


| their 
the | Burton said. 
| than 6,000 labels, 


| 
| 


Pine 


‘the biscuit and cracker baking indus- 


try in meeting the provisions of the 
All other manufacturers in- 
would have equally arduous 
packaging and labeling difficulties to 
solve. 

“Biscuit and cracker bakers would 
have to change every label for all of 
products except bread,” Dr. 
“One concern has more 
every one of which 
must be redesigned. Outside of the 
artwork, the cost of changing a plate 
from which a label is printed runs 
about $25, 


inside of six months, besides junking 


lold labels that may be on hand.” 


The packaging problem itself will 
be equally cumbersome, Dr. Burton 
pointed out, inasmuch as packages 


which means that such a| 
concern will have to spend $150,000 


| will have to be designed so that they 


will be completely filled by 
amount of merchandise 
be placed in them. 


the 
designed to 


Jacobi’s New Work 


Edwin G. Jacobi, formerly head of 
the trade and technical space buy- 
ing department at the New York of- 
fice of J. Walter Thompson Com- 
pany, has joined the media staff of 
McCann-Erickson, Inc., New York. 


Joins Scripps-Howard 


Don Tyler, for many years on the 
Saturday Evening Post in the New 
York office, is leaving Curtis to join 
the national advertising staff of 
Scripps-Howard Newspapers. He will 
remain in his old territory. 
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action. 
following order: 


buy bulk 


ip siatévials for the 


_ Process Industries 7? 


We wrote to one-fifth of “Chem & Met's” readers 
and asked. The answers show that readers have 
varying responsibilities in deciding a purchase but 
that almost all orders are the result of group 
Three groups participate mainly in the 


Who draw up dommmnae* 


ist in importance. 
2nd in importance. 
3rd in importance. 


.Production executives 


‘Ouernion and research chemists 
Be er Chemical and other engineers 


Who select sources of supply? 


Ist in importance 
2nd in importance 
3ed in importance 


.Production executives 


' Chemical and other engineers 
‘Opemsing and research chemists 


Who authorize orders? 


ist in importance 
2nd in importance 
3rd in importance. . 


.Production executives 


' Opertting and research chemists 
Chemical and other engineers 


Our survey shows that an average of 4.1 men per 
plant participate in these various decisions before 
an order for raw materials is completed. How 
many men do your salesmen usually call upon 


when contacting a plant? 


A “Chem & Met” representative will be glad to 
discuss with you this and other findings of this 


interesting survey. 


CHEM « MET~ 


CHEMICAL & METALLURGICAL ENGINEERING 


A McGraw-Hill Publication 
330 W. 42nd Street, New York, N. Y. 
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NO PACKAGE IS 
PERMANENT, SAYS 
STUART PEABODY 


New York, March 15.—-No package 
design, even though it wins national 
recognition for merit, can be con- 
sidered permanent, according’ to 
Stuart Peabody, director of advertis 
ing and commercial research, the 
Borden Company, who spoke at the 
dinner given last night by Modern 
Packaging in honor of the designers 
and firms originating the winning de- 
signs in the All-America Twelve 
package competition. 

“Good design is ageless, but pop- 
ular taste changes, and we must cater 
to it,” said Mr. Peabody. “It seems 
to me there is, or should be, a direct 
connection between dress and pack- 
age design. I don’t mean that manu- 
facturers should change their labels 
and containers as often as the ladies 
drop old styles for new, but, surely, 
it would be sound practice every few 
years to cast a critical eye over all 
designs and to make sure they are in 


ee 


ee 


harmony with trends in dress, archi- 
tecture, furniture and art. 

“T am quite willing to throw what- 
ever influence I may exercise behind 
a movement for more frequent pack- 
age overhauling, because I believe 
that industrial designers have been 
responsible for the latest and one of 
the greatest contributions to modern 
merchandising. 

“Then, just ahead, there is a new 
packaging design problem. When the 
Tugwell-Copeland bill passes, the 
food, drug and cosmetic industries 
alone will keep package designers 
busy 24 hours a day in an effort on 
one hand to create packages which 
will include all the information the 
well-intentioned gentlemen in Wash- 
ington feel the consumer is entitled 
to, and, on the other hand, avoiding 
the penalties provided in the same 
bill for slack-filled containers.” 

Turning to the packaging problems 
with which he is directly involved, 
Mr. Peabody remarked that one of 
the oldest and best-known nationally- 
advertised brands, Eagle Condensed 
Milk, was about to be given a new 
dress. The original package was 
brought out in 1857. The decision to 
change the well-known package re- 
sulted from the success attending 
other packaging innovations. 

“For a long time we solved packag- 
ing problems as many other manufac- 


turers did, with one hand tied be- 
hind the back and one eye closed, 
presumably the one which might 
have seen the value of good design. 

“Then, a few years ago, there arose 


the necessity of starting from scratch | 


in designing packages for an entirely 
new line of cheese. We had, in the 
meantime, come to know the work of 
modern package designers. To these 
gentlemen we owe a great debt of 
gratitude for their counsel in giving 
us packages which we think are ex- 
ceptional, and which we know have 
sold goods for us. 

“Prior to these recent adventures 
in modernizing and dressing up our 
line, the original Borden package, 
Eagle Condensed Milk, remained 
sacred. It was all right, we thought, 
to mess around with the lesser prod- 
ucts, but we would rather have 
changed the dignified deacon-like 
whiskers on the portraits of the 
founder than to tamper with the 
label around which the business had 
been built. 

“But the re-designing of our other 
packages went to our heads, we 
couldn’t take package design or leave 
it alone, our moral fibre crumbled 
and we brazenly lost all respect for 
tradition. In a short time now Eagle 
Brand will cast aside the dress it 
has worn for three-quarters of a cen- 
tury and emerge in new raiment.” 


Leads the Nation 
in retail grocery lineage 


NEW ROCHELLE 
STANDARD STAR 


In 1933 the New Rochelle Standard 


Westchester Group of Nine Dailies, led all of the 
nation’s newspapers (six day editions) in total vol- 
ume of retail grocery lineage, according to Media 
Records, Inc. Among the ten leading papers were 


three papers of the Westches- 
ter County Publishers Group, 


Star, one of the 


chester Group of newspapers—the family papers 
in the nation’s richest county. 

You would be interested in knowing how big a 
sale to expect for your product in Westchester. An 
alert, capable research staff is constantly at work, 


gathering data on a variety of 
products. Such information is 


namely, the New Rochelle 
Standard Star, the White 
Plains Reporter, and the 


Mount Vernon Argus. This 
splendid showing in retail 
grocery lineage by the New 
Rochelle Standard Star and 
the other Westchester news- 
papers indicates that retail 
advertisers are getting good 
results with their copy. 

It further shows that the 
Westchester women buy at 
home. According to the last 
census of distribution, West- 
chester people spent over 
#66,000,000 for food alone. 

There is only one way to 
reach this market effectively 
and that is through the West- 


TEN LEADING NEWSPAPERS 
6-DAY EDITIONS 
YEAR 1933 
(Media Records, Inc.) 
Retail Grocery Lineage 


*New Rochelle Standard Star 1,097,177 
Pittsburgh Press - 1,092,580 


*White Plains Reporter 956,574 
Akron Beacon Journal 934,604 
Hartford Times 900,887 
*Mount Vernon Argus . 883,808 
Chicago Daily News . . . 869,864 
Memphis Commercial Appeal 866,103 
Pittsburgh Sun Telegraph . 864,315 
Washington Star . 862,824 


*Three of the Nine Dailies in the West- 
chester Group. 


yours for the asking. It is ac- 
curate, up-to-date, and intelli- 
gently prepared. Here is a list 
of current surveys—Mayon- 
naise, Cigarettes, Bread, Gin- 
ger Ale, Toilet Tissue, Insec- 
ticide, Coffee, Tea, Gasoline, 
Oil, Beer. Copies of these 
can be furnished promptly. 
Where specific information 
not covered by these surveys 
is required, the research staff 
will be glad to cooperate in 
obtaining it. A discussion of 
your particular problems is 
bound to prove helpful. Write 
the Westchester County Pub- 
lishers, Inc., Yonkers, N. Y., 
or the nearest office of the 
Kelly-Smith Company. 


THE FAMILY NEWSPAPERS in the 
NATION'S RICHEST COUNTY 


WESTCHESTER COUNTY PUBLISHERS, INC. 


Ossining Citizen Register e 
Tarrytown Daily News e 


Port Chester Daily Item 


Nationally represented by KELLY-SMITH COMPANY, Graybar Building, 


CHICAGO DETROIT 


Mamaroneck Daily Times 
Mount Vernon Daily Argus 
* 


Peekskill Evening Star (affiliated) 


BOSTON 


Yonkers Herald Statesman 
New Rochelle Standard Star 


White Plains Reporter (affiliated) 


New York City 


PHILADELPHIA ATLANTA 


COFFEE BAG 
JUDGED BEST 
‘33 PACKAGE 


A. & P. Container Wins Dual 
Honors in Competition 


New York, March  15.—-Double 
honors were scored this week by the 
Red Circle Coffee bag used by Great 
Atlantic & Pacific Tea Company and 
designed by Egmont Arens of Calkins 
& Holden, when the package was 
awarded the third Irwin D. Wolf 
award for “the best package devel- 
oped and placed on the market in 
1933,” and also won honors in its 
class in the All-American Twelve 
competition sponsored by Modern 
Packaging. 

The coffee bag, entered by the 
American Coffee Corporation, was 
judged first in the classification of 
paper bags and envelopes, and then 
was voted the outstanding package 
among the winners in fifteen classi- 
fications. 

Other winners in the Wolf Award 
competition, announced at a luncheon 
here yesterday in connection with 
the Fourth Packaging Exposition, 
sponsored by the American Manage- 
ment Association, were: 


Other Winners 


Tin containers: Bokar coffee can, 
entered by American Coffee Corpora- 
tion; designed by Egmont Arens; 
used by Great Atlantic & Pacific Tea 
Company. 

Glass containers: Cod liver oil bot- 
tle, designed, entered and used by 
Montgomery Ward & Co. 

Molded plastic containers: Hostess 
package for Lektrolite cigarette 
lighter, used by Platinum Products 
Company, designed by Egmont Arens. 

Wood containers: Drill set, de- 
signed, entered and used by Mont- 
gomery Ward & Co. 

Tubes: Brushless shave, designed, 
entered and used by Montgomery 
Ward & Co. 

Visible display packages: Micro- 
metric carbon paper visible display 
package, designed and entered by F. 
S. Webster Company. 

Set-up boxes: Munson ‘“Feather- 
touch” Typewriter Cushion Keys 
package, entered by Munson Supply 
Company; designed by Edwin H. 
Scheele. 

Folding cartons: Carton for Jas- 
mine of Southern France shaving 
cream, entered by United Drug Com- 
pany, Ltd. 

Canisters: Boric acid canister, de- 
signed, entered and used by Mont- 
gomery Ward & Co. 

Family of packages: Kingan’s 
“Reliable” lines of food products: de- 
signed by Arthur S. Allen; used by 
Kingan & Co. 

Display containers: Toilet paper 
display container; entered by the Me- 
nasha Products Co.; designed by S. W. 
Dickens and W. A. Rike. 

Packages displaying merchandising 
ingenuity regardless of adaptation of 
art: Valentine Self-Stirring Paint 
can, designed and entered by Valen- 
tine & Co. 

Shipping containers: One-piece seam- 
less cast aluminum “Meister-Fass” 
beer barrels; used by Standard Brew- 


ing Co.; designed by John UH. 
Schmeller, Sr. 
Miscellaneous: Display stand, en- 


tered by Hinde & Dauch Paper Com- 
pany; used by Paint Process Com- 
pany; designed by H. L. Kast. 


Linit, manufactured by Corn Prod- 
ucts Refining Company, New York, 
received the 1931 Wolf trophy for 
the best package developed and 
placed on the market. Last year’s 
winner was O’Cedar Wax Cream, 
manufactured by the O’Cedar Cor- 
poration, Chicago. ; 


All-America Winners 


In the All-America Twelve compe- 
tition, the Red Circle coffee bag and 
its companion, the Eight O’Clock 
coffee bag, not only received the 
award in its class, but in the opinion 
of the judges came closest to perfec- 
tion for its type, scoring 95 per cent. 

Other winners in this competition, 
results of which were also announced 
this week, were: 


Set-up boxes: Package for John- 
ston’s Old Fashioned Candies; de- 
signed by R. P. Olmstead; used by 
Robert A. Johnston Company. 

Fibre cans: Copper and brass 
cleaner tube; designed by Norman 
A. Schuele; used by Revere Copper 
and Brass, Ine. 

Metal cans: Tins for Fleischmann’'s 
Irradiated Dry Yeast for Dogs: de- 
signed by Harry Rodman; used by 
Standard Brands, Ine. 

Bottles and = jars: Paul Jones 
whisky bottle; designed bv S. C. Mil- 
ier used by Frankfort Distilleries, 
ne. 

Wrappings: Booklet 


covers: de- 
signed by Arthur S. 


Allen; used by 


Enevelopaedia Britannica, Ine. 
Family group: Group of packages 

for products of Kingan & Co.: de- 

signed by Arthur S. Allen. 
Collapsible tubes: Italian Balm con- | 


tainers; designed by Harry Farre}) 
used by Campana Corporation. : 

Displays: Counter display for paint 
brushes; designed by Harold Morda; 
used by Sherwin-Williams Paint Cc, 
any. 

Cartons: Paper and glassine pac} 
ages for asparagus; designed by E 
Schaedler; used by Starkey Farm 
Company. 

Miscellaneous: Double-purpose con. 
ainers for belts; designed by John 
Graff; used by Hickok Mfg. Company, 

Molded plastics: Double-purpose 
containers for belts; designed by 
H. A. Peter; used by Pioneer Sus. 
pender Company. 


Sweeney's New Work 


Dennis F. Sweeney, formerly with 
Illinois Meat Company and [Hest 
Foods, Ine., has joined Hecker-H-0 
Company, Buffalo, N. Y., as divisional 
sales manager in charge of the New 
York metropolitan territory. 


“N ews” Lifts Rate 


Chicago Daily News is raising its 
general advertising rate from 70 to 
75 cents per line flat. A new Clause 
in the rate card provides that ‘“pub- 
lishers may revise the rates quoted 
upon 60 days’ written notice to hold- 
ers of contracts.” 


To Griswold-Eshleman 


Suzanne Walters, formerly with 
the advertising department of the 
Greyhound Bus Lines and the Paul 
Teas Company, has joined the Gris- 
wold-Eshleman Company, Cleveland, 
as space buyer and media director. 


Dew 


ae 


WE WON’T 


try to write “smart” copy nor 
even use “art” in calling to 
the attention of the advertising 
and allied industries the many 
unusual facilities of The Hotel 
Shelton in New York. 


WE WILL 


give these simple facts. The 
Shelton is a modern hotel of 32 
stories. In the heart of the so- 
called advertising center, Lex- 
ington Avenue at 49th St., a 
few minutes walk from the 
Graybar, New York Central 
Chrysler, Chanin, Daily News, 
Rockefeller Plaza and other 
important buildings. 
Prominent agencies, represen- 
tatives, publishers, typographers 
and printers are all conveni- 
ently located. 

The Shelton is not a typically 
commercial hotel. It possesses 
a charming continental  at- 
mosphere. Rooms are cheer- 
fully cozy. Daily rates as low 
as $2.50. Monthly rates begin 
at $45.00. 


And here is something extra— 
at no extra tariff—guests are 
privileged to use the famous 
Shelton swimming pool, the 
gymnasium, squashcourts, roof 
garden, library and solarium. 


LUNCH HERE! 


with your associates. A delight- 
ful lunch for 55c. Dinner and 
Dance Music $1.00. 


Cocktails 25c, 30c, 35¢ 


That’s the complete story. Now 
we'll appreciate it if you will 
tell our Mr. Pedlar, that you 
plan soon to see if all this is 
really so. Make a date now by 
signing your name to the cou- 
pon “of all things to ask an 


‘ad’ man.” 
HOTEL 


SHELTON. 


Lexington Ave. at 49th St. | 
NEW YORK 


-_— 
— eee 


MR. PEDLAR, 

Hotel Shelton : 
Lexington Ave.-49th St., N. Y. 
Sounds Good! Sure I'll be over. 
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WIN HONORS IN 


THIRD COMPETITION FOR WOLF PACKAGING AWARD 


ew Fit 


OTMER tSECTS 
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The winners in the various classifications of the Wolf Award Competition. 


See details on the page opposite. 


Hickok Expands 
The Hickok Manufacturing Com. 
pany, Rochester, N. Y., will immedi- 
ately begin construction of an addi- 
tion to its present factory, which will 


Instructs Cornell Class 


W. R. Needham, Needham & Groh- 
mann, Inc., New York, will conduct 
a course in hotel advertising and 
publicity at Cornell’s four-year school 


Picks Parker Agency 
Lincoln Engineering & Tool Com- 
pany, Dayton, O., has appointed the 
Parker Advertising Company, Day- 
ton, to direct advertising of Gentry- 


Gar Wood Changes Name 
The various manufacturing activi- 
ties of Gar Wood, for 22 years known 


as Wood Hydraulic Hoist & Body 
Company, Detroit, will henceforth be 


Earnings of 
Advertisers 


Net profit of B. F. Goodrich Com- 
pany and subsidiaries in 1933 was 

2,272,514, equal to 18 cents a com- 
mon share after preferred dividends. 
In 1932 the company showed a loss 
of $6,582,140. 

The 1933 income includes a credit 
ot $2,374,937, representing the differ- 
ence between cost and face value of 
the company’s bonds and debentures 
acquired. There was a similar credit 
of $2,500,957 in 1932. 


* ~ * 


The annual report of Graham-Paige 
Motors Corporation reveals a profit 
for 1933 of $66,996.57 and an in- 
crease in surplus of $128,604.67. 


* * ” 


Net income of American Sugar 
Refining Company from all sources 
in 1933 was $6,864,945.16, or $3.67 a 
common share, compared with $2.62 
a common share in 1932. 

“Besides regular dividends on the 
preferred stock,” the company’s Tre 
port says, “$2 was paid on the com- 
mon shares, in contrast with an an- 
nual average of about $7 paid since 
1891 when the company was organ- 


ized.” 
a + * 


Net profit of the Carnation Com- 
pany for 1933 was $1,078,511, com- 
pared with net loss of $660,609 for 
the previous year. Current assets are 
given as $11,427,995, and current lia- 
bilities as $4,602,989. 


Jamison with Mathes 

John E. Jamison, formerly associ- 
ated with the W. H. Hoedt Studios 
of Philadelphia and N. W. Ayer & 
Son, Inc., has joined the art depart- 


double the present leather currying|of hotel 
capacity of the company. 
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READ BY OVER 


administration 
N. Y., beginning March 3. 
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Cialized lubricators. Inc. 


at Ithaca,|Guns, a new series of air-line spe-|conducted as Gar Wood Industries,|]ment of J. M. Mathes, Inc., New 


York. 
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SECTION OF DOMESTIC ENGINEERING 


Pisarstccsine SPACE 
in TWO PUBLICATIONS 
FOR THE PRICE of ONE! 


24.000 Readers for the Price of 15,000 


.. that’s what AUTOMATIC HEAT and 
AIR CONDITIONING offers . . . providing 
YOU ACT NOW! 

For some time the story of AUTOMATIC HEAT 
and AIR CONDITIONING has been told. How 


‘started as a special automatic heating and air 
‘onditioning section in DOMESTIC ENGINEER- 


es 


AT ESS 


ING . . . how its importance and value to the 
heating industry at large was recognized by man- 
ufacturers interested in the field . . . how these 
manufacturers caused it to be reprinted as a sepa- 
rate publication each month and be sent to special 
lists of automatic heat and air conditioning dealers. 


This special distribution grew from an initial 
group of 1,000 until it now goes to more than 9,000 
of these special dealers each month, in addition to 
its regular distribution to more than 15,000 readers 
of DOMESTIC ENGINEERING. 


Until now space in AUTOMATIC HEAT and 
AIR CONDITIONING has been sold at the regu- 
lar DOMESTIC ENGINEERING rate, but after 
April Ist, advanced rates will be in effect. 


The April issue is now in the course of preparation 
and your message in. AUTOMATIC HEAT and 
AIR CONDITIONING in this issue will reach 
more than 24,000 readers, complete coverage of the 
automatic heating and air conditioning industry. 


If you plan to use space during the coming year, 
reservation should be made now. It is not necessary 
to send copy today, but in order to get in under 
the wire before the rate advance, we suggest that 
you act at once. Forms for the April issue close 
Tuesday, March 27th. 


AUTOMATIC HEAT and AIR CONDITIONING 
A Domestic Engineering Publication 
1900 Prairie Avenue Chicago, Illinois 
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Changes at KTAB FEBRUARY NEWSPAPER ADVERTISING LINEAGE FOR 1934 AND 1933 IN LEADING CITIES 
Frank Galvin, who recently suc- | 
ceeded Bob Roberts as general man- | Total | 7, 
ager of KTAB, San Francisco, has | (Including | (Ine m 
resigned as have Grant Pollock and | City General Automotive Financial Classified Legal) City tetail General Automotive Financial Classified Leg 
’ ‘< 2 ssh es ; 1934 190,689 88,645 14,743 178,775 | 295,282 65,216 18,118 254,504 1,236 65 
Harold Peary. W esley L. Drumm, | akron .......1932 165.188 24.298 16.318 153,168 3 | Portiand 61,385 16,430 251,658 1,194 819 
owner of the station, will succeed Diff 01 4,247 1,575 25,607 ~ 2831 +1688 + 2,846 + 41 S49 
Mr. Galvin, and Irene Sorenson will | 1934 194 121,402 188,364 I i at cae 14.021 24 ‘6 htt 
» or ti anar Albany ....... 1923 4,020 17,084 219,003 | Providence ‘,890 “1 224,946 243,08 
be produc tion manager. | eer err Pare hyte pha £73169 $6,765 = —35,687 + 171'935 
waeneeee | : " —_ - —_ = 4 as ee 4,31 ; 101,531 4 s 
° e | 1934 08.9523 102.582 +999 r 963,510 or 
| ot > - 9916 4 5 > Pe 
XER, Mexico, Silent | Albuquerque ..1933 34,569 91,831 7,719 67,86 442,660 | onne + rg + 336 oes : ‘ 
: : : Diff 74,384 10,751 280 9,517 120,850 | _ oa 1.39 __ 12,501 +159,790 
Dr. John Brinkley S high power | — Ty TT “7 “xT ar 242.961 631.338 103,820 170,457 11 5 
Mexican radio station, XER, which} atianta ......1933 719 2,821 55,269 7,588 224,138 1,424,244 i apeeeaucams 59946 est reves 
has caused considerable difficulty to Diff 170,239 17,217 0,478 1,381 18,8 + 207,094 sian ere ‘a aT ae + 10°,386 
ae . : eens = - a — — —— 66,65 234,652 .79 - 
United States stations, was ordered ; 1934 185,674 6,483 16,651 470 35,640 328,350 | Rochester 60,696 250,601 i 7 + 
closed by the Mexican government Atlantic City..1933 182,032 69,311 10,968 9,514 49,134 330,877 15.949 7G 
“ <_<" Diff + 3,642 7,172 683 6,044 —13,494 —2,527 — Ad 
Feb. 23. — _—_——— - 2 ee —_ —_ — = | 168,688 1,1 95 
: 1934 1,316,259 760 10 63 416,38 102,452 2 602 Salt Lake Cy 147,861 ’ 4 
. Baltimore ....1933 1,246,318 491,068 6,433 54,5¢ 399,209 ,393 20,82% +14 1 
Elected President si Dift + 69,941 64,692 46,930 8,182 + 3,223 + 187,209 301,850 13407 
. » om . 1934 63,28 271,352 16,984 4,067 100,590 1,030,457 | San Antonio... 270,912 1,219,607 
Charles F. 7 raung, former head | of | Birmingham ..1933 194.784 215,658 $2,896 10,429 88,484 882,638 1° 
the San Francisco company which Diff + 68,501 106 + 147,819 47 
merged with the Stecker Lithograph 1934 2,058,912 717 3,688,983 |San Diego. 4 
‘ : tosto 933 47 8 »13,257 + 50,986 + 
Company, has been elected president | @0stem -------1933 1,647,138 1 213,257 | ee: 88,208 _ + 00,988 
of the Stecker-Traung Lithograph — eeeenee MB AL. 1934 1,06 596,431 102,202 
‘ we Onn eral} 934 905.737 074 1,601,447 |San Francisco.1933 643 64.614 
Company, succeeding Otto R. Rohr. Buffalo ......1933 770.974 236 1,445,284 Diff 123 37,588 
— ——_ 1 _Dift + 134,765 Se 162 + 156,163 1934 690,098 210 
1934 262,67¢ 7 474,995 | Seattle ....... 33 34 
Camden ...... 1933 294,656 $84,127 224 ui 
na Diff 31,980 + 10,868 7.692 100,269 
(Cc ers AND Ca x 1934 411,748 #1 716,513 | Sioux City..... a 872 134,270 
——_ Chattanooga 933 294,099 520.076 1.820 —34.00 
‘jemi ions Diff +117,649 + 10,075 _+196,437 90,139 25,365 95,359 
All kinds for packaging, decorations aa ~ 7934 % S.COté‘“«té«‘ SSD ~ 702,047 3,618,687 |South Bend.... 81,047 15,039 85,628 
ete. Also address labels. 33 years’ | Chicago ...... 933 677,962 97,218 3,155,147 + 9,092 + 10,326 
experience. Ask for free samples Diff 2 166,96 4,829 + 463,540 | 0.059 21,121 3.062 
and low prices 1934 T ‘ 78.439 61,698 ; 1,691,620 | Spokane .1933 366,888 28,400 16,745 111,610 
ST. LOUIS STICKER COMPANY | Cincinnati 1933 932,573 13,068 61,774 1,677,670 Diff 21,659 «+ 4,376 +:11,452 
1912 Pine St., St. Louis, Mo. ewe 2) =~. See 42,301 J ‘1 ¥ r 1 1,990 1934 75,555 26,955 
19s4 1,083,571 70,355 1,848,806 St. Louis...... 1933 82,304 30,456 
a = =| Cleveland 1933 882.696 74,705 1,652,888 Diff 6,749 3,501 
Diff + 200,875 25,28 4,350 195,518 1934 316,969 132,991 31,467 
BEST BY COMPARISON _ "1934 921,652. 291,438 69,177 ~ 4,657,853 | Syracuse ..... 1933 309,466 48,419 36,385 197,531 
Columbus 193 86,644 280,744 90,924 1,469,014 Diff + 7,503 84,572 —4,918 + 10,158 
"A JA X= ' Diff 134,908 + 10,694 31,747 , + 88,839 934 78.207 181.153 ~ 76.403 14,368 173,216 
ina 1934 1,438,029 400,552 78,610 37,304 294,929 2 Tacoma ...... 1933 350,969 199,811 49,059 10,054 175,665 
ae HOTO Ss TA | Dallas 1935 1,249,24 364,146 33,270 26,296 341,337 2 Diff + 27,238 —18,658 + 27,344 4,314 —2,449 
Diff 188,787 6.406 + 45,340 + 11,008 — 46,408 ie =o — 1934 644.04 ~~ 943.959 132.471 2 4.948 a 126 Tt 
COPI ES } 1934 1,031,955 258,017 64,058 27,610 242,841 1 l\Toledo ......-.1933 558,424 187,413 97,713 28,545 131,625 
DAPtON: cick cas 1933 789,340 235,124 51,315 23,188 256,927 1 Diff 85,619 26,546 1,758 —4,297 4,637 
=e LET US SERVE YOU om Diff + 242,615 + 22,893 $12,743 _ + 4,322 14,086 +: j SS 1934 1,688,127 79 ~—-60,928 130,489 491,431 
33 W.ADAMS ST. Cc CAGO 1934 4,259 227,588 111,158 18,960 197,380 1,160,504 | Toronto ...... 1933 1,526,800 70,027 82,546 493,768 
= Denver ...... 1933 19,895 181,043 84,308 16,257 208,588 1,016,746 Diff + 161,327 9.099 47,943 ou 397 
Diff f 74 44 + 46 45 4 26,850 : 2,703 11,208 + 143,758 1934 307,722 70. 16.761 40.919 
== = oo + 1934 1,314,215 16,435 119,845 54,98 440,684 2,449,018 EPOUMLON. 2 cscs 1933 311,836 18,961 
Detroit .......1933 818.635 425,29 98,140 36,99 361,096 1,741,657 Diff 4,114 2 200 
Dif 495,580 91,140 1,705 17,985 79,588 doit! @ ice 1934. 658,825 12,152 182,820 971,033 
— ——*«*¥+'934 90. 0 s Ty : 709, 11 430 a 7.622 Ss | Qe). ee 1933 06,098 9,151 250,005 968,337 
Easton .......1933 60,335 70,175 17,697 11.947 52.059 Diff 62,727 001 67,185 2.696 
Diff 29,945 15,310 8,012 517 14,437 1934 1,700,454 50,377 472,616 2 OS8.472 
1934 (7 116,124 14,780 "6,54 108,700 Washington...1933 1,628,742 44,795 560,900 2,803,569 
El Paso 933 116,586 20,672 2,545 108,900 608,166 Diff 71,712 + 5,582 —88,284 + 184,903 
; eh: _Diff - 16 24,108 _—_—+ 4,000 Westchester 1934 1,364,561 73,858 196,810 2.369.760 
R x ae! 1934 ~13,468 7,404 14,295 | Group 1933 263,784 o 102,843 250,919 2,169,100 
e Erie 1933 134,455 26.446 15,573 Diff +101,077 46.144 28985 54.109 4.200.660 
Diff 92,629 79,013 30,958 1,278 imma wma TT 234.979 150,960 22,085 210.430 1.2°7.153 
e 1934 86.07 178.669 90.700 95.647. Wichita 485.678 244.216 113.524 8,751 242,979 1.096.993 
Evansville 3: 65,838 19,470 + 120,264 9,237 + 37.436 nee. 13,334 pat 1234 ) 
+ 24,862 + 6,174 9934 1,065,017 261,247 67,673 22,853 103,245 1,536,433 
25,040 6,828 Wilkes-Barre. .1933 1,119,205 228,482 O11 19,204 100,507 1,531,166 
Fall River.... 14,420 3,730 bift 54,188 + 32,765 662 3,649 2,738 5,267 
+ 10,620 3,098, — — 1934 607,191 63,070 25,402 111,561 1,075,230 
6,112 22,790 Worcester ....1933 629,497 15,674 28,243 127,96 1,105,548 
rt. Wayne eres’ ag §. Diff 17,396 2,841 16,402 30,318 
A quick and economical a —1,158 13,681 SESS | eo 14.421. 10,454 90.01 336-175 
: . 57,363 14,316 988,799 | y es 933 9.454 13,558 65,452 721.106 
st« re cy} é21,1 
lithographic method of ‘ie - tanth.... 31°791 20 247 876,455 | Youngstown. ..1933 39,45 Aes Shake. Lae 
facsimile reproduction 25,672 931 + 111,944 | ——__—___—_ — Se a ae 
: " oa ay Tn TWh omy "al vecordas, Nc. 
(Specially adapted for short Freeport- 34,258 sree 59,090 Niall dahatie . 
. »mpstea (,laib ,094 — 
run work) that will afford ee 9’ 896 anes > 
you a substantial saving 9,020 Will [ : if Sales Executives Club 
on many of your printing ore Fate "2°81 2, l ntenst y Elects 1934 Officers 
requirements. hk) 56. 3 . 
re Harrisburg 15,658 60, 98,827 Co-op na ysis I. S. Randall, Frosted Foods Sales 
Write or phone us for Samples $16,076 + 7,309  —4,520 6,255 " Corporation, has been re-elected pres- 
and complete information : , 59,564 pe: ttt 7 Of Broadcasting ident of the Sales Executives Club 
: fartford wh +4 : ane #4 wearer of New York. for another year. 
Econo-print Department 7% TM = Other officers are Harry L. Cook, 
MAGILL-WEINSHEIMER COMPANY Houston 30, 19,614 hall: me ines aK Liquid Carbonie Corporation, first 
1322 SOUTH WABASH AVENUE, CHICAGO = 6 5,36 3,2 520 (Continued from er 5 vice-president; Kenneth M. Good, ad- 
Telephone Calumet 7200 , ' 34 918,667 299,279 118,381 35,0811 C, H. Lang, General Electric Com-|vertising counselor, second vice-pres- 
Indianapolis... .193% 801,250 300,063 131,001 1,607,746 : é i ee ee Tex: S c ‘i 
Diff +117,417 784 —12,620 1271335 | pany; and George W. Vos, the Texas |ident; J. H. Forshay, Royal Type 
=—_ ———— 1934 479,917 188,782 65,477 948.838 | Company. writer Company, secretary; Stephens 
incicehiabiceaiiele “antes aes ane rigee $81,966 Advertising members of the com-|D. Bryce, Jr., National Automobile 
i + 635 ,0 +435 + 66,882 4 fa : 
P 034 710331” 151, 063 RTT i755] | mittee are appointed by the president |Chamber of Commerce, treasurer. 
Jo soe ol, do od, oe ‘ »ae a i ~ - Yq a 
Qa Knoxville ....1933 366,109 125,596 19,324 622'969 | of the Association of National Adver-| Directors are A. C. Monagle, Pe 
fry Diff + 44,222 + 25,467 + 20,415 + 96.255 | tisers and agency members by the — oe eo Mage W. egy 
93 395,067 Bs ; at 945,49 . 9 : aie ' at “ar : . ‘ ‘. , 
} | Los Angeles rt eM pried +14 Sno is, | President of the American Associa-|(“"°CTGry Digests ts eCarthy F 
aitcalihe ua dap Et et TT 136897 ene ae tion of Advertising Agencies ternational Magazine Company; an 
or arth) eee — 310 45 T See ae a a a will inna Ellsworth Bryce, Visual Training 
Manchester .1933 14,026 280,018 | | 1e gover aoe com z Corporation. 
P Diff 11,894 - 305390 | full charge of operations, will deal 
in New York 1934 7 7 ~ 90,844 18,861 139,605 1,060,581 | directly with subscribers and in turn — 
Memphis ..... 193 tg "ie ana Mitt “4'399 “ah abe math ry arrange to carry on the needed field ‘URE NNEC OT 
& for BUSINESS... 1 block from 3 3.192 409.438 66.611 70.641 29s L.sevde2 | Work and reporting service. The ze 
Times Square, 3 blocks from 5th Milwaukee ....1933 817,344 wey th eye yon 1,512,100 | arrangement was made because of WANTED: A JOB 
rj + 63,72 + 3,886 —8,20! +3 62 J . 2 P 
Ave. Underground passageway TTT ee TT a OT CELT 433.621 the desire of advertisers and agencies This Fell W CI . 
» » we 9,245 iy ee oS) J3,280 2 33,02 M 5 < 9 / . 
to all subways. Montreal ..... 1933 508,922 41.167 69,829 2'309,.929 |to have the cooperative analysis, of us si ou ants a Chane 
* for DINING...3 restaurants men ’ ee u a he —33,928 ee broadcasting data continued and the to Stage a Comeback 
1934 85,914 34,082 90,899 716,381 | s - ate ‘ . ’ 
to choose from —coffee room, Nashville 1933 143,999 20,801 105.498 s70.049 | Scope of the work expanded on a Will consider any position having 
tavern grill, main dining room, Diff + ec" + 13,281 + —— - meee 16,341 | more permanent basis. to do with any phase of advertising. 
93 372,858 H 26,16; S67, 885 2,174,572 swryoawy P ac res "Avo. ~ : . fe 
Breakfast from 30c Luncheonfrom65c New Orleans. .1933 301,249 83,262 ss9,767 1,980,173 |. Survey made last year revealed || Salary no object to opportunity. 
Dinner from 85¢ Diff + 71,609 58,099 91,882 __ + 194,399 that advertisers not only wanted the Here is a background of unusual 
7 for RECREATION...69 fine silicate pd 1,656,026 eg pe hit 6,649,129 work continued but expanded. Agen- experience available at a low figure: 
theatres within 6 blocks. 1 block oe ee eee “ 8546 —47322 4 479'97— | Cles were equally interested in its 


from Broadway...4 short blocks 
to Madison Square Garden. 


& for QUIET SLEEP... 32 stor- 
ies of fresh air and sunshine 
high above the street noises. 


1400 large rooms ..each with 
bath {tub and shower} servidor 
and radio. 


SINGLE from $2.50 
DOUBLE from $3.50 
Specia! Rates for Longer Periods 
Send for booklet "M” 


Hotel 
LINCOLN 


44th TO 45th STS. AT 8th AVE. - NEW YORK 


JOHN T. WEST, 
General Manager 


Brooklyn 


1934 5 


35,030 
45,150 


298,962 1,272. 
315,074 


3. 10,120 16,112 
50.797 61,650 8,26! 
Niagara Falls. ; 51,284 
+ 10,366 ¢ 
239,654 6: 1,138,508 
Oakland 196,195 9,817 288,329 1,011,476 
4,808 10,488 + 127,032 
21,595 192,937 1,215,387 
Oklahoma 19,095 182,749 1,117,617 
2 + 10,188 + 97,770 
7,933 181,165 1,230,261 
OMAR .4c0 06s 9,453 159,930 1,031,837 
—1,520 + 198,430 
124,860 20,220 254 
Peeete oo ok, 106,050 18,402 
+ 18,810 1,818 
2 y*  oeere 73.812 
Philadelphia... .1933 2 67,511 67,998 548,930 
Diff + 25,003 + 5,814 —28,388 
1934 76,992 6,151 124,607 
Phoenix ..... 1933 400,385 163,792 42,681 .380 116,597 
Diff + 106,966 1,252 + 34,311 +1,771 + 8,010 + 150,021 
a 9934 1,607,663  526,7 68,885 18,641 254,922 2,562,935 
Pittsburgh . 1933 1,417,831 3s 49,757 48,089 265,160 2 420,898 
Ditt + 189,832 +19 + 19,128 —29.448 —10,238 + 132,037 


development. During 1933 the num- 


ber of agency subscribers increased 
40 per cent. 
Each year revenue has increased 


» 


and receipts in 1933 were 
higher than in 
More funds have been subscribed for 
the fiscal year starting March 1, 1934, 
than for any previous year. 

The cooperative analysis of broad- 
casting was started in the winter of 
1929-1930 as a result of the activities 


37 per cent 


of the radio committee of the As- 
sociation of National Advertisers and 
has been in continuous operation 


since that time. Early in the work 
advertising agents became interested 
in it and have participated in it and 
cooperated extensively in its develop- 
ment since 1931. 


1930, the first year. | 


@ 6 years Copy, Layout, Art 
Director, Plan and Produe- 
tion Executive, National 
Agency. 


@ 5 years Copy, Layout, Diree- 
tor of Printing and Produe- 
tion, Direct Mail Division. 
Industrial Agency. 


This experience has given him @ 
thorough knowledge of  ageneY 
practice, methods of distribution. 
sales promotion and the ability ' 
take over advertising responsibil 
ties from copy to insertion order for 
small or large manufacturer ° 
agency. Age 39, family, Legionna're. 
Chicago, or go anywhere. Write 
G. D. Crain. Publisher of Adver™ 
tising Age, Chicago address, for the 
real low-down on this man. 
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. Mi . bd package of Grape-Nuts Flakes in the/ers’ supplies of the premium were f a 
ills Appoint Sumner N. P 7 \ 
Agency Service William ae & Co Notting ry ew remtum market area covered, is a new nov- | complete, 7 
é lins & a ng: | 4 ; ; ; scala emia 
° . a va : : C elty, a children’s spoon made of 4 
|ham, Eng., Viyella fabrics and yarns W, h G F | de q 
€ ’ 4 7 . > ¢ jc ’ af ‘~ » “ o ”” fj 
Scrutinized ss appointed G. Lynn Sumner ut -&. Cerea beetleware with a Scottie dog em-|“True Story Magazine 
° Company, New York, to direct adver- | nae bossed on the handle. Three spoons cquires W. H. Pember 
4 T. P. A. Meeting tising in the United States. | New York, March 15. General |to a customer limit, one spoon to a A q ; i aed sir : 
42 ai ahaa Foods Corporation this week pushed | package, was set. Five colors are Pye & I ey Mayer Bee 
TT . . sale of Grape-Nuts Flakes i Jir- | featured. . So ~t 
~ ae ‘Waite Sens 15—~erun tas | eens eee Coaeee [Se Se eee ee tn Noctolk. 800-line copy announced |r Buthrauf & Ryan, Inc, New 
4 New ork, March >. | Fred A. Robbins. Fred A. Robbins |ginia with a premium offer designed n Norfolk, 800-line copy announce York, has joined the New York sales 
3 query, “Does the Industrial Adver- i gee = res poe coil seneee to tickle the kiddies and coax them |the offer. In a panel across the top | staff of True Story Magazine. 
“- riser Need the Industrial Agency?” | 1 cipman of the committee on the|into eating the cold cereal with|of the space, several of the spoons| Myr, Pember had been associated 
> as the topic for discussion, the agricultural press of the American | greater gusto. were illustrated. Appeal was made/ with Ruthrauff & Ryan for more than 
5 yarch meeting of the Technical Pub- | 4 ccoejation of Advertising Agencies. | The premium, given with every |for immediate purchasing while groc-|12 years. 
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yrned out, instead of a debate, to be 


, fairly close agreement on the part | 


f the speakers, D. M. Davidson, ad- 


vertising manager, Fafnir Bearing 
‘ompany ; Howard Myers,  pub- 
isher, Architectural Forum; and 


rred R. Gamble, executive secretary 
of the Four A’s. 

Mr. Davidson pointed out that 
vhereas the old-fashioned general 
dyertising agency would tackle any 
ort of account, the modern idea 
calls for a high degree of specializa- 
ion, especially in the handling of 
ehnical advertising, since the 
wency no longer confines itself to 
the mechanical routine of copy prep- 
ration and placing, but must be able 

, advise on marketing and sales 
problems. 

Mr. Myers declared that the only 
\ifference between the industrial and 
the general advertising account in 
the matter of the use of an agency 
ig that the industrial advertiser has 
more use for an agency, referring to 

n analysis which showed that prac- 
tically all of the more attractive ad- 
vertisements in a certain technical 
journal proved to be agency pro- 
juced. Business papers have im- 
proved enormously in editorial qual- 
ty during the depression, he said, 
ind the advertising pages must be of 
, sort to compete with and utilize 
this kind of editorial content. 

\Mr. Gamble, speaking for Walther 
Buchen, of Chicago, suggested that 
the difference between agency copy 
and service and that of the com- 
pany’s own advertising department 
is likely to be that between the pro- 
fessional and the amateur in any 
line. A comment of Mr. Buchen’s 
which he read declared that adver- 
tising must be much better to bear 
the close inspection of the ’30s than 
that which had only to stand the 
rosy view of the *20s. The enormous 
economy with which advertising can 


rach and influence prospects, with | 


eluced manpower available. 
stressed, the net being that the 
gency gives the best value for the 
money, 

A rising tribute was paid to T. H. 
Bissell, a former president who died 
recently. 


Williams with “Polo” 


0. P. Williams has resigned from 
lertile World to become an adver- 
lising solicitor for Polo, New York. 
He will cover New York City ac- 
ounts. 


With Campbell-Ewald 


James Strasburg, well known in 
‘he outdoor advertising field, has 
jinel the outdoor department of 
‘ampbell-Ewald Company, Detroit. 


Classified 
Advertising 


The rate for this department is 40 


ts a line (not agate line); mini- 
Num, $2. 


ne 


PUBLICATIONS 


all Chicago advertising 
‘eencies, advertisers, solvent print- 
‘TS and the ad trade with a $1 mini- 
“um 3-line classified ad. Free sam- 
‘© copy on request. The Font, 417 
State St., Chicago. 
—:} 
__—s- POSITIONS WANTED 


Cove r 
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Mo" of the compilation work on the 
1934 Register is finished and we ex- 
pect to have it ready for distribution as 
usual early in April. Perhaps you would be 
interested in knowing how we go about in- 
suring accuracy and completeness for this 
publication. 


To insure accuracy a questionnaire is sent 
to every concern listed in the Register en- 
closing a clipping from last years issue and 
requesting revised information. We get 
about a 50°% response on this first letter. 
This is followed by a second letter on which 
we get another 50°, response. 


Following these two letters we call by tele- 
phone all concerns who have not responded, 
using our own offices and sales force for this 
work in New York, Chicago, Boston, Phila- 
delphia, Detroit and other key cities. In 
every other city in the country in which 
there are three or more concerns from which 
we have not heard, we use the services of 
the Arnold Research Bureau for a further 
checkup. A_ recently completed count 
shows that there remain less than 100 con- 
cerns out of the more than 9,000 listed on 
which we do not have a positive checkup. 
Thus we have positive information on 99°/, 
of the concerns listed in the Register. 


In order to insure completeness we have 
exclusive contracts with the Publishers of 
National Advertising Records in the maga- 
zine, farm paper and radio field, and with 
the Advertising Checking Bureau and 
Media Records in the newspaper field, 
which serve to keep us posted on new ad- 
vertisers and other data in all these forms 
of media. A similar check is also made in 
the Outdoor Advertising Field. 


In these days of the general practice of 


"S URPASSING 


OUR 
” 


= 


"chiseling' we are proud to report that we 
are not only living up to the terms of our 
contract but are going far beyond, in an 
effort to give satisfactory service. Our 
contract specifically provides that we send 
our subscribers 15 major publications dur- 
ing the year, using the product service, and 
40 or more special bulletins. 


Not only have we put out these publica- 


tions on time during the past year and de- 


livered more than the minimum of 40 bul- 
letins required, but also increased the size 
of the Special Bulletins so that they now run 
three or four pages instead of one. 


During the past year there has been dis- 
tributed to subscribers at no additional 
charge three valuable special reports, on 
Brewing, Air Conditioning and Oil Burner 
Manufacturers. We have also added new 
features to our supplement service so that 
now the Register and the Agency List are 
kept up-to-date by the Supplements. In the 
Agency List we have started to include the 
names of the account executives, together 
with the accounts they handle. 


In the new Register we are including two 
new features: We are asking all concerns 
listed to give us information on their cap- 
italization and on the agency executives 
handling their particular account. 


All this is conclusive evidence that we have 
been able to continue the high standard we 
have set for our service, and to immeasur- 
ably improve it despite the depressed busi- 
ness period from which we are now 
emerging. 


Me Fo Fs 


Manager. 


Get Further Information from Our Nearest Office 


330 W. 42nd St. 


SAN FRANCISCO, CALIF. 220 Montgomery St. 


NATIONAL REGISTER PUBLISHING CO., Ine. 


New York City 


BOSTON, MASS. 7 Water St. $ Ne 
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hs é : PORTABLE LIQUOR EXHIBIT ON TOUR OF THE COUNTRY ss 


PHOTOGRAPH 
REVIEW OF TH 
WEEK 


WIN HIGHEST RATING IN CONTESTS 


figs 


These packages for A. & P. coffees, designed by Egmont Arens, not 
only won the cup in the bag and envelope group of "Modern Pack- 


aging's" "All-America Twelve Competition,’ but the Red Circle bag 
also walked off with the third Wolf Award. (Story on Page 24.) 


DOG FOOD PACKAGE TAKES HONORS 


Harry Rodman designed these Fleischmann's yeast for dogs contain- 
ers which won the "Modern Packaging" award for the best entry in 
the metal can group in the "All-America Twelve Competition." 


ALEX D SHAW CoO_INC. 


a 
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AARON, ROK 
} CRD GRAND DAD - OLD TAYLOR - 04D OVERHOLT -MouNrT VERON 


= Miss 
——e : 


Portable exhibit of National Distillers Products Corporation, which has already been used at shows in 


New York and Chicago, and is dated for 12 or 15 other exhibits this year. 


Display Guild, New York, take 
pride in the authentic Mount Ver- 
non feeling of the exhibit, the 
circular tray revolving around the 
stationary butler, and the map at 
the left, which shows by illumina- 
tion the sources of the beverages 
on the tray as the various bottles 
come to the point nearest the 
eye of the spectator. 


GLASS CASTLE 


al 
enti 


TIMED) 


Appropriately enough, this new 
container for Continental's Morro 
Castle Distilled Rum is a reproduc- 
tion of Havana's famous structure. 
The bottle is the work of Owens- 
Illinois Glass Company. 


THE GREAT LOVER 


United: Artists employed William 

Steig, O. Soglow and Dr. Seuss to 

draw burlesques featuring Jimmy 

Durante, hero of "Palooka,"’ in 

several of his romantic poses. The 

illustrations are currently running 
in newspaper advertising. 


The company and designers, 


COLORFUL DISPLAY MATERIAL FOR PYROIL 


pyrrou & 
» LUBRICATES 
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Five-color, lithographed window display for Pyroil Company pro- 
duced by Van Hecker-Mac Leod, Inc., Chicago. Steven Skibo, staff 
artist of the agency, did the painting. 


MAKES MUNSINGWEAR COPY OUTSTANDING 
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One of the attractive illustrations by Bradshaw Crandell which er 
being featured in current Munsingwear advertising. Roche, Williams 
& Cunnyngham, Inc., is the agency. 
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